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“§. E.P.°? PREVIEW! 


The SATURDAY EVENING ' a SO YOUR FOOT 


POST, April 17th issue. 


also running in ESQUIRE. 


A TRADE SECRET> >» 


Many a merchant who has built up a trade-pulling reputation as the 
best shoe fitter in town, owes a lot to Freeman Master-Fitters...shoes (4 SIZE for 

made in a size for every foot, and “Arch-I-Tected” to bring new com- 

fort to the foot that is different. These nationally advertised shoes, er 
known everywhere for their style, quality, and value, will help you 
to make permanent customers of your most profitable prospects. are immediately avail- 
Investigate the Freeman opportunity. Drop us a line and we'll send our able in 119 IN-STOCK 
Style Book for Spring and Summer and have our representative call. SIZES..5 to 14 AAAtoE 


* 


FREEMAN SHOE CORP. - BELOIT, WIS. 1) ecco 


Freeman Master-Fitters 
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VOICE of the TRADE 


ABRAHAM LINCOLN’S address 
to the Workmen’s Association in 
1864: 

“Property is the fruit of labor; 
property is desirable; is a positive 
good in the world. That some 
should be rich shows that others 


may become rich, and hence is just 
encouragement to industry and en- 
terprise. Let not him who is house- 
less pull down the house of an- 
other; but let him work diligently 
and build one for himself, thus by 
example assuring that his own shall 
be safe from violence when built.” 


* * * 


BOHN T. FLYNN, distinguished 
economist-author, says: 

“The chief object of our economic 
machine is to produce goods and 
services for our people. We are 
successful or not in a year in pro- 
portion as we have done that. For 
every $100 of goods produced in 
1935, we produced $114 worth in 
1936. That is all to the good. 

“For every $100 worth of goods 
we produced in 1929, we produced 
$91.50 worth in 1936. That shows 
how far we have yet to go. And, 
of course, if we want to make our 
economic machine work at high 


efficiency, we must do better than 
that, because we were not produc- 
ing all our people needed in 1929.” 


* * * 


HAROLD W. BRIGHTMAN, gen- 
eral merchandise manager of L. 
Bamberger & Co., Newark, N. J., 
says: 

“In addition to fair prices, con- 
sumer interests are becoming more 
and more articulate in demanding 
fuller information about the mer- 
chandise they are buying, so that 
they may the better for themselves 
judge the value and stretch their 
incomes to give them more for their 
money. They want not only in- 
formation in the way of buying 
aids but they want information that 


TELL ME SOMETHING 


will enable them to buy more 
easily; they want intelligent stand- 
ardization of sizes, standardization 
of terminology, so that they can 
judge between conflicting claims; 
they want information as to how 
to use merchandise for greater com- 
fort, for longer wear, for better 
satisfaction; they want completely 
honest advertising that will tell not 
only the truth, but the whole truth. 
They want completely honest and 


informative labeling, and fully in- 
formed salesmanship (many a sale 
has been spoiled and many a cus- 
tomer lost by our failure to fully 
educate the sales clerk in the knowl- 
edge of merchandise) .” 
* * * 
HARVARD 1S IN 





THE president of Harvard College 
will be forty-four years old on 
March 26th, and the interest of the 
shoe trade in the anniversary comes 
from the fact that his grandfather 
was a notable shoeman, well re- 
membered by the elders of Boston 
market—he being Seth Bryant, a 
manufacturer and a wholesaler of 
footwear for many years; also the 
author of a book (small but mighty 
interesting) setting forth “Recollec- 
tions of 100 Years in the Shoe 
Trade.” 

Mr. Bryant’s activities did not 
spread over a full century, but his 
recollections went back to the days 
when he formed the firm of Mitch- 
ell & Bryant, shoe wholesalers of 
Boston in 1824, and he asserts that 
the firm was “the first wholesale 
shoe house in Boston.” And it was 
in 1891 that he wrote his book, and 
so at least 67 years of activity in 
the shoe trade. 

He relates in his book that he 





supplied Messrs. Abbott & Hood 
with $500 worth of his shoes on 
credit and that he induced several 
shoe manufacturers to likewise sup- 
ply the young men with shoes on 
credit; and the young men took the 
shoes to St. Louis and there opened 
the first wholesale shoe house, and 
carrying it on, profited much. 


* * * 


JUST a Weakling 


That gent, Samson, so I’m told 
Was some guy in days of old, 
Yet, a hair-cut, merely that 
Did him up and laid him flat! 
Strong man, nothing! Do you know 
How he died so long ago? 
Wasn’t shot; and wasn’t sick— 
Fallen arches did the trick! 
J. Edw. Tuft 


* * * 


Miss B. EUGENIA LIES, gen- 
eral manager of Gross-Strauss Co., 
Worcester, Mass., says: 

“Talk to your salespeople. Tell 
them the history of your store. Tell 
them the merchandise standards 
and the policies you’ve labored to 
establish. Store owners are always 
surprised to find old customers who 
don’t know them. How much more 
surprised if they realized their own 
people don’t know them! They 
shouldn’t be. The store owner has 
probably kept them bottled up in 
his own head. 

“Make every employee feel that 
here in this store lies his possibility 








of success, so that when he talks 
to customers he thinks and talks: 
‘We of the store.’ Instill this feel- 
ing of joint enterprise so that the 
whole tone of your advertising and 
displays will be characteristic . . . 
not just presentations any store 
might make, but those that make 
your store unique. 


“Human relations again. No 


store can exist without them. No 
store can prosper without perfect- 
ing them. For there was never a 
merchant so shrewd at making bar- 
gains, so wise at finance, so clever 
at presenting his wares that he can 
succeed without the confidence and 








—A common query nowadays is— 
What will men do with their leisure 
time that is made — by 
shorter working hours?— 

—Every man must have a Vocation 
—which may be defined as that 
activity to which we devote our 
working or bread-winning hours. 

—And in this New Era, when men of 
all classes will undoubtedly have 
more leisure time than ever be- 
fore, every man should have an 
Avocation— 

—Which can be defined as a hobby 
or subordinate occupation. 

—No man, whether he be president 
of a great corporation, or worker 
in a mill, can lay claim to a full 
and happy life if he has a one- 
track me 

—Just to make a lot of money or 
work a machine efficiently isn't 
the answer. 

—A hobby may be music, literature, 
some scientific pursuit, a course 
of study in night school, or a multi- 
tude of other interesting, useful 
and broadening activities. 

—When men realize the use to 
which they can put their leisure 
time, we will develop a nation of 
people so happy, so resourceful, 
so understanding that we will be 
the envy, and | hope the example, 
of the rest of the world. 


Zot 6 TEE 


President 
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loyalty of both the people that work 
for him and buy from him!” 


* * * 


LINDSAY H. CRAWFORD, presi- 
dent of Wilson Brothers of Chicago, 
Ill., told buyers and store mana- 
gers, in an address “Promotional 
Merchandising” at the Hotel Mor- 
rison, recently: “Carefully planned 
promotional advertising is the key 
to any merchant’s success, no mat- 
ter what type of store he may 
have.” 

Buyers were assembled from all 
types of stores for the opening of 
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the Spring and Summer market. 
Citing how W. T. Grant, president 
of a large chain store, had risen 
from a position as clerk in a shoe 
store through effective merchan- 
dising, Mr. Crawford told the buy- 
ers it is their business to let the 
public know they are smart mer- 
chants. He urged consistent adver- 
tising throughout the year and care- 
fully planned window and counter 
displays—as a substitute for a con- 
tinouous run of cut-rate sales. Many 
comparatively small stores are also 
using the radio for hundred word 
or one minute announcements—a 
media which has brought amazing 
results, he stated. 

“Each and every merchant has a 
responsibility to his community and 
he should assume that by taking an 
interest in civic and social affairs.” 


B. W. NEWELL, of Flint & Kent, 
Buffalo, N. Y., says: 

“A few days ago, you may have 
read something to the effect that 
competitors in certain major golf 
tournaments were going to be lim- 
ited to the use of fourteen clubs, 
instead of being able to carry with 
them the miscellaneous assortment 
of up to as many as twenty-five 
or thirty clubs (all of slight shades 
of weight, loft and balance) that 








many players believe they need to 
suit their individual whims and 
peculiarities. 

“The fourteen somewhat standard 
clubs are a store’s best selling items 
and best selling price lines. With 
them almost any reasonable player 
should be able to handle any make- 
able shot in the book. The clubs 
beyond the limit of the standard- 
ized fourteen are the store’s, or the 
department’s, miscellaneous price 
lines beyond the range of those 
that one might call best selling— 
and are the kind that the advertis- 
ing caddy too often has to lug 
around in a burdensome and ex- 
pensive way for eighteen holes a 








BOOT AND SHOE RECORDER, March 13, 1937 


day because some whim or peculiar- 
ity causes some person to believe 
that some occasional use may be 
made of them. 

“It seems to me that the only 
smart thing a store can do is to 
get down to fourteen clubs. And 
the fourteen clubs are those best 
selling items and best selling price 
lines that factual records tell you 
are the kinds of things and the 
prices of things that your customers 


* * * 


BY) 


PAUL E. MURPHY, publicity 
director, Frederick Loeser & Co., 
Brooklyn, N. Y., says: 

“There are a few simple rules 
which all of us, and puzzled buy- 
ers, might find it worth-while to 
paste in our hats. These are: 





1. Don’t repeat last year’s obvious 
busts. 

2. Don’t play up items which are un- 
timely—unless they bear smacking price 
reductions. 

3. Don’t play up items for which fash- 
ion isn’t creating or has not already 
created a definite acceptance. 

4. Remember that concentration is the 
order of the day. Retailing has learned 
that in many departments the bulk of the 
business is coming from a relatively lim- 
ited number of items—in fashion depart- 
ments from relatively few styles or types 
and surprisingly few price lines. Ferret 
out those items and those styles. Get 
those price lines. Stick to them. And 
go to town.” 

* * * 


LOUIS GOODGOLD, C.P.A. and 
Chief of Sales Utility and Personal 
Property Tax Division of the City 
of New York, says: 

“There are certain limitations 
upon the power of the state to im- 
pose sales taxes. Whether or not 
there is an expressed limitation to 
tax, a state sales tax law cannot 
impose a tax on sales in interstate 
commerce. A city sales tax law 
cannot impose a tax on sales made 
beyond territorial limits of such 
city. A state or city cannot impose 
a tax on sales to the federal govern- 
ment or to a federal government 
agency exercising a governmental 


function. A city cannot tax sales 
to the state or to a state agency 
exercising a governmental function. 
Neither the state nor the city can 
impose a tax on export sales. All 
of the foregoing limitations, if not 
expressed in any sales tax law, are 
implied therein.” 


* * * 


JOSEPH L. FOWLER, collection 
manager for Jordan Marsh Com- 
pany in Boston, Mass., says: 

“It has been claimed many times 
that credit is almost as old as civ- 
ilization itself. With such an early 
beginning, it seems strange that 
there has been so little improve- 
ment in the collection procedures 
that we follow. We all have about 
the same collection system. We 
faithfully send out dunning notices 
month after month. The longer the 
account is overdue, the more dras- 
tic the tone of our dunning notices 
becomes, until finally every letter 
contains a. threat. 

“We measure the efficiency of our 
collection department by the num- 
ber of dunning notices it sends out. 
The fact that we have made an 
increase in our collection percent- 
age does not necessarily mean that 
our procedure is right. We may 
be too strict. Anyone can collect 
money by harsh methods; but when 


aaah 
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the bill is paid, that is the end. We 
hear very little about the reaction 
our dunning creates, because the 
average customer does not take the 
time nor the trouble to let us know. 
Therefore, what does our collection 
method cost us in customers’ good- 
will and future business? 

“I do not advocate the discon- 
tinuance of all our dunning prac- 
tices, nor do I approve of a loose 
collection system; but I do think 
we should change some of our an- 
tiquated ones to more humane and 
modern methods.” 


* * * 


A TRAVELING friend sends this 
squib which he clipped from the 
English press: 

“No poet will ever again, like 
Suckling, compare the adored one’s 
feet to ‘little mice’ (at which the 
modern girl would laugh, anyhow, ) 
because be it whispered, the feet of 
the fair are growing bigger. The 
sizes demanded in shoes and stock- 
ings are decisive evidence that 
women are leaving longer and 
broader footprints on the sands of 
time. Their games and sports and 
free activities have exacted this 
large penalty—yet who cares? 

“If the female foot is larger, the 
dainty modern shoes and stockings 
make the difference hard to discern. 





Clerk: “You've got those shoes on the wrong feet, sir." 
Customer: "Sorry. They're the only feet I've got." 





... All White and Combinations 


Suceesses 


Pieturing the Favorites 


ENSTEAD of having one outstanding and definite 
Sunshine Fashion to offer this season, Burdine’s has a 
series of models. Each has been designed to fill a 
specific need of the shoe wardrobe and all have had a 
splendid acceptance. According to Roy Scarborough, 
manager of the shoe department, there has never been 
a greater demand for these Sunshine Fashion shoes 
than there is this year. There is no price resistance 
this year and Sunshine Fashion shoes have had the 
biggest acceptance since their first introduction. 

The first shoe pictured, a Laird-Schober model, is 
featured in white buck with bright brown trim. It is 
also shown with colored snake trim. This effect of a 
vamp split down the front and trimmed with a broad 
imitation lacing is a very popular type in Florida 
this year. 

The second shoe is a white sandal with a perforated 
suede saddle effect combined with kid—the kind of 
shoe that goes everywhere from morning shopping to 
cocktails. 

Shown in the third photograph is a Seymour Troy 
evening shoe of gold or silver mesh with an appliqued 
kid star applied on the vamp. This same shoe, in black 
mesh with white kid trim or in white mesh with black 
patent, is popular for cocktail wear or for the more 
informal type of evening dress. 

The fourth shoe is typical of the high-colored kid- 
skin slipper that is registering so definitely for resort 
evening wear. High colors, green, red and blue, are 
combined with gold or silver heel, piping and lining. 
The tiered effect of the vamp suggests a Chinese in- 
fluence. 

In the fifth photograph is shown the low-heel model 
developed particularly for wear with slacks. The best 
seller has been black with white trim and then a royai 
blue and white combination. The “Sailor collar” is 
an important detail. 

Shown in the sketch is a Selby Styl-Eez shoe which 
has proved particularly outstanding in a rose beige 
tone. 

Earlier in the season, Mr. Scarborough predicted that 
beige would be something to watch this season and 














Black Suede with White Trim . . . Rose Beige Tones 





from Burdine’s in Miami 







today he declares it is definitely in the picture. A com- 
plete range of beige is good, from the slightly off white, 


known as “Polar Bear” into the rose beige. 







Footnotes from New Orleans 


With the temperature running into the eighties in 
New Orleans, the carnival city is well launched on new 
season styles. The weather is all that anyone could ask 
and so are the new shoes assembled in the New Orleans 
shops, with their rainbow hues, bare toes and tricky 
straps. 

For wear with the suit they are showing oxfords or 
high-riding styles with built up leather heels. Red 
Earth and Carnelian are both strongly in the picture for 
these tailored shoes. So are crayon blue and grass 
green. Preferred details are perforations, from pinhole 
to porthole size. 

For spectator sports, there is lots of leeway in mate- 
rials in bright blues, reds and greens, dark grays and 
ruddy tans. 

Cocktail shoes are open, almost to the skeleton point. 
Any color at all or every color in crazy quilt patch- 
work. The dark linen shoe—black, blue and brown— 
usually trimmed with a touch of white or color is 
registering as an important new note to wear with the 
many brilliant prints. 

It is not too early to think of white and this cool 
note is creeping into the picture. 

Decorative treatments for the lighter shoes continue 
stitchings which are considered very important; tiny 
perforations worked in swirl and flower-like designs 
give a lightness to covered areas and strippings of 
patent or suede in contrast color to the base of the 
sandal form still another favorite decoration. 

Bandings of shaded color, giving ombre effects 
worked out in suede leather or patent, are one of the 
important color notes of the coming season; shades 
of blue or such unions as amber, cocktail tan and terra 
cotta are considered smart. 

And so they swing into Spring in a dazzling array of 
color that blends with the happy mood of this grand 
old town at the foot of the Mississippi. 











































Page 16 





BOOT AND SHOE RECORDER, March 13, 1937 


















































PACK THESE SHOES IN 
YOUR OLD KIT BAG AND 








Keep your feet on 





the ground with Emporium 


Personalized Credit 
Two new plans to help you enjoy better living 











G-MONTHS LETTER OF 





3-MONTHS LETTER OF 
CREDIT 








CREDIT 
Nothing down. One-third in . 
30 days; one-third in 60 days: Nothing down. Six monthly 
the balance in 90 days. No payments, Small carrying 
carrying charge. charge. 











A special plan mag be arranged to enli gour convenience 
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Will 
| **KASY 

















How Some Successful 





Shoe Merchants Are Meet- 





ing the Challenge of the 
“Extended Credit” Plan 


























Here is an ad from a San Francisco 
store that featured two credit plans 
as a sales promotion argument. Illus- 
trations of shoes surrounded this 
central panel. Many individual shoe 
stores prefer to handle each case on 
its merits instead of advertising a 
long term credit policy. 























A SERIOUS problem is facing all retail shoe mer- 
chants in the matter of extended credits now being 
offered the public on more liberal terms than ever 
before. Department and clothing stores, apparently 
alarmed by the sales growth of credit houses and by 
the encouragement given to extended credit by ihe 
government, are regularly advertising three to six 
months’ credit on the “nothing down and so much a 
week or month,” plan. 

As many of these stores sell shoes, the question of 
how far the public will forsake the specialized shoe 
stores in favor of the stores which will allow them con- 
siderable time in which to pay becomes of acute con- 
cern. 

A survey was made by Boot anp SHoE RECORDER 
in an endeavor to find out just how this form of com- 
petition is viewed by some successful independent shoe 
store operators. Large shoe stores who have been 
doing the usual 30 to 60-day credit business were 
interviewed. The reason the larger stores were selected 
was because all have established credit departments 
and complete records. The problem was put to these 
stores in this form: “What effect is being felt by you 





as an independent shoe merchant since department 
stores have practically gone into installment selling? 

“Is it profitable and practical for you to extend 
credit on the goods you sell, so that you may meet 
the terms offered by the best department stores in 
your city? 

“What is the present application of longer term 
credit selling to your business? 

“What is your thought regarding the advisability of 
developing future business by charge accounts?” 

First from a store in the Northwest: 

“In regard to the effect felt by the small merchant 
or a large exclusive store relative to this selling of 
soft goods on budget or long-term credit extension, 
this has been felt slightly. There is no question but 
what the extension of the thirty-day account to the 
four-or-six-months’ privilege, if continued, is going to 
materially slow down the collection of our Accounts 
Receivable Turnover and increase our cost of oper- 
ation. 

“We, however, have adopted what you might call 
a liberal credit policy, and although we do not adver- 
tise terms outside of ‘Bills payable the tenth of the 
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PAYMENTS” Sell More Shoes? 


following month,’ we do not seriously object where 
customers’ make partial payments and their accounts 
run over a period of sixty or ninety days, and in some 
cases four months, to balance. We realize that this 
would not be necessary if there was a community 
credit policy that was adhered to by all the merchants. 
When the merchants sell soft goods on longer terms 
than thirty days in order to increase their volume, it 
is only a temporary increase of merchandise turnover, 
as the individual during a period of twelve to eighteen 
months can only pay a certain amount for certain com- 
modities, and the merchants are fooling themselves in 
thinking that they will secure an increase in volume 
for the small cost that is required to borrow money in 
carrying over the additional period. This method also 
necessitates a much closer watch in order to prevent 
the pyramiding of the accounts beyond their ability 
to pay and forcing individuals to make assignments 
or to go through bankruptcy. 


*6BN regard to the development of future or addi- 
tional business through charge accounts. We have felt 
that outside of an occasional notice in our advertise- 
ments, that it was not advisable for us to go out after 
additional charge business through several methods 
which have in some instances proven quite satisfactory. 
Our charge business has maintained about 50 per cent 
of our volume right through the depression, and is 
running along about that rate today. We have a fairly 
healthy amount of new applications and a type which 
we feel is a much higher grade than it would be were 
we to go out after additional volume in charge-account 
selling. 

“With the present administration fostering the ex- 
tension of terms on merchandise which has a recover- 
able value from a period of twelve to eighteen months 
to one of three years or three and one-half years, in 
some instances, this has had a tendency on the part 
of many merchants to step in and secure an extra vol- 
ume of business. This is only a temporary affair, and 
when the volume of an individual merchant gets up 
to a certain figure, there is a question in my mind 
whether the finance company will continue to support 
merchants selling this type of merchandise on such 
long-term contracts; as it appears to me that the vol- 
ume will get beyond what might be termed ‘a reason- 
able control,’ and when the bankers or finance com- 


ABOUT a year ago, BooT AND SHOE RECORDER 
published a series of articles on the subject of 
the so-called “extended credit plan” and its ap- 
plication to the retail shoe business. These articles 
caused considerable comment and aroused a great 
deal of interest. So we thought it would be worth 
while at this time to examine the progress that 
has been made in direction of formulating a 
practical credit policy for shoes, and a member 
of our staff was asked to contact a number of re- 
tailers who have given special consideration to 
the subject, relative to their experience. The ac- 
companying article is the result of his inquiry. 


panies refuse to extend further financial aid to 
merchants doing this class of business, it is going 
to mean a terrific stop on this type of contract selling 
and force merchants to go back to what has been proven 
a normal, healthy extension of credit.” 

Louis F. Tuffly, of Krupp & Tuffly, Houston, Texas, 
expressed himself on the subject as follows: 

“We have had in operation in our store, for nearly 
a year, an Extended Charge Account system, and to 
date our experience has been most satisfactory. To 
my knowledge, every account’ opened—with one ex- 
ception—has been paid; and that party lost his job, 
but has since been reinstated and I am sure will take 
care of his obligation between now and the first of 
the year. 


SCWVE use this Extended Charge Account in cases 
where the applicant for credit is not able to supply 
us with credit references, which, in most cases, is due 
to the fact that they have not heretofore had charge 
accounts, but are seeking to become established. We 
size up the applicant, get all necessary information, 
and open the account with very definite arrangements 
as to the manner in which it will be paid. We insist 
upon a cash payment at the time the purchase is made, 
and also have it clearly understood that we are not 
opening a regular account, and that no further pur- 
chase can be added to the account until it is paid in 
full, at which time new arrangements must be made 
for additional purchases. 

[TURN TO PAGE 43, PLEASE] 
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Dramatic presentation of a proh- 
'm at the fitting stool before a meeting 
bf merchants—with a college man \as cus- 
omer and Arthur Adler as shoe! fitter. 


This series of episodes ilfustrates 
nging phases of shoe retailing as 
studiéd before a critical group at the 


recent National Shoe 


SCENE :—Model Shoe § 


ACTORS :—College Mat 
Shoe Merchin 


FORUM COMMENTATOR: Ladies and Gentlemen: 
The idea back of this problem came from a convention 
of the New York Shoe Retailers’ Association in Syra- 
cuse some two years ago. It seems that there was a 
professor from the University of Syracuse making a 
talk from the head table. When he finished his talk 
he said: “I wish you shoe men would do something 
about the fitting of feet. I have not, in the forty-eight 
years of my life, been properly fitted to a pair of 
shoes. After standing up in class work for an hour or 
so, I find my feet are numb and trouble me a lot. 
Maybe it’s my fault, but in large measure it is the 
fault of the shoe men themselves. If they have a re- 
sponsibility in the fitting of a pair of shoes, I’d like to 
know it.” 

Well, he put it so bluntly that one of the members 


of the Association, a lady whose name I have for the 





re 


s Customer 
nt Adler as Clerk 
nformation Seeker 


moment forgotten, a director of the New York Shoe 
Retailers’ Association, stood up in the rear of the hall 
and said: “I wonder, Professor, if you'd tell me the 
size of the shoes you are wearing.” 

He said: “The shoes are 9 D.” 

“Well,” she said, “if I were fitting you, I’d fit you to 
an 11 B.” 

A merry laugh went up through the audience. After 
it was over, the professor was taken over to the Park- 
Brannock store and fitted to a pair of shoes, as he 
should be fitted, and actually that man walked out of 
the store wearing a pair of 11 B shoes on his feet— 
believe it or not! That was an actual occurrence, and 
members of the New York Association here present 
will verify it. A competent shoe woman could—sight 
unseen—estimate the size and width of that man’s foot 
by the way, a very competent business woman, main- 
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taining her own store for a quarter of a century, and 
having a trained sense of fitting proportions). She 
approximated his size after the professor had said that 
“when he stood on his feet all day, the pressure of his 
shoes was such that oftentimes when he took off his 
shoes his toes were white.” 

She pointed out that the shoes had been fitted short; 
and her experience in fitting helped her to approximate 
how much. 

I simply give you that as a little incident of the 
professional skill that is coming into this shoe busi- 
ness of ours. Now let us go into Act II. 

While Mr. Adler is measuring his foot, I will ask 
a few questions. What college do you attend? 

CUSTOMER: The University of Chicago. 

COMMENTATOR: What are you planning to wear 
for your Easter shoes if you are at school? Most of 
the boys want something smart and new for Easter. 
What have you in mind? 


CUSTOMER: Well, perhaps an English brogue. 

COMMENTATOR: In using the term “English 
brogue” do you understand that as a shoe term or is 
it something you saw in an advertisement or heard 
in a store? 

CUSTOMER: { have seen it occurring in advertising. 

SALESMAN (Mr. Adler): What is your understand- 
ing of the term “English brogue?” 

CUSTOMER: By “English brogue” I think I mean 
a wing tip oxford in a string or luggage calf or some- 
thing of that sort. 

SALESMAN: Do you know what you mean by “lug: 
gage calf?” 

CUSTOMER: Yes. 

SALESMAN: Would you mind standing upright, 
feet flat on the floor? What size do you usually wear? 

CUSTOMER: Ten and a half. 

SALESMAN: 1 measure you for about eleven and 
a half. [TURN TO PAGE 40, PLEASE] 
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SPRING THEMES In 


P re-Easter Dislays Use Simple Decorative Treatments to 
Reflect Atmosphere of the New Season—Accessory Combina- 
tions Add Interest and Attractive Grouping of Units Plays 
an Important Part in Effective Showing of Spring Footwear 


WHEN Easter comes as early as it does this year, 
March takes its place as an extremely important month 
in the retail calendar. Not only does it include the early 
Spring promotions, but the entire Easter selling season 
falls within the month, and that puts an extraordinary 
emphasis on window displays, newspaper advertising 
and every kind of retail publicity and promotion. For 
in spite of the changes that have come to pass in recent 
years in shoe merchandising and in the operation of 
retail shoe stores, Easter still marks an important sell- 
ing peak in the Spring season, around which most of 
the early style activity of the average shoe store is 
planned and projected. 

With weather conditions unusually favorable for 
Spring shoe openings, most of the New York stores 
were displaying their new styles in attractive windows 
as the month opened, although the first week of March 
also witnessed the final promotion of quite a number 
of clearance sales. Fashion was the keynote of all of 
these early Spring windows, which coincided with 
spectacular Spring displays by department stores and 
apparel shops, featuring clothing of all sorts, including 
footwear. The shoes on display up and down “the 
Avenue” included a wide variety of colors, patterns and 
materials, with black and Navy blue very important 
and much promotional emphasis given to the new red- 
dish browns which, under various names, are so much 


talked about this season. 


"FO emphasize the fashion note in women’s shoes for 
Spring, a number of the windows we have seen this 
nionth make use of large size figure posters or sketches, 
showing the season’s costume,trends. There’s nothing 
new in the idea; it is one of the most common back- 
ground treatments for style shoe windows, but unusual- 
ly attractive posters and sketches-seem to have given 
some, of the displays that we ave seen unusual effective- 
ness this season, and when the merchandise itself is not 
available, pictures provide the next best way of show- 
ing the shoe and costume tie-up. This type of display is 
suited to the needs of women’s shoe stores in practically 
all of the grades; we have seen in Slater’s, in A. S. 
Beck’s and quite a number of other stores differing 


widely in merchandising policies and the clientele of 
customers to whom they appeal. 

Nearly every shoe store strives to put its best foot 
foremost by planning one or more beautiful display 


Right: A novel window fix- 
ture used by I. Miller store 
at 46th Street and Fifth Ave- 
nue, New York, in which the 
display stand carries a lattice 
work upright that forms the 
background decoration. Flow- 
ering plants and vines pro- 
vide Spring atmosphere. 


Below: A pleasing arrange- 

ment of shoes and accesso- 

ries, uing bandbox idea for 

shoe display stands. From a 

Fifth Avenue window display 

by B. Altman & Co., New 
York, 
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SHOE 
WINDOWS 


Right: A shoe treasure 

chest used as an effective 

interior display in the de- 

partment of Bonwit Teller, 
New York. 


Hosiery, handbags, gloves 
and other accessories help to 
relieve the monotony that 
Sometimes characterizes win- 
dow displays showing shoes 
and nothing else. They also 
enhance the style appeal of 
the window by suggesting 
correct accessory ensembles. 


Below: A simple but original 
decorative treatment that lends 
a pleasing touch of Spring at- 
mosphere to a shoe window 
the Emily Shops, New York. 


windows featuring its most attractive styles for Easter 
selling, Traditionally the two weeks preceding Easter 
are considered of paramount importance in retail shoe 
selling, and as this is the time of year when customers 
are really window shopping for shoes, attractive dis- 
plays can do much to swell the store’s volume in the 
pre-Easter period. There are so many ideas and so 
many elements that suggest themselves for use in the 
planning and creation of an effective Easter window 
that there is really no good reason why any shoe store, 
large or small, should not present an attractive exterior 
appearance to the public during this coming fortnight. 


THE lavender and violet shades, so suggestive of 
Easter, in combination with greens, are appropriate 
colors for Easter window backgrounds. Easter lillies 
and other flowers appropriate to the season provide 
about as effective decorations for an Easter window as 
can possibly be devised. Either natural or artificial 
flowers can be used. For a children’s shoe window, 
Easter bunnies, chicks or Easter eggs can be worked 
into the display with good effect. The selling power 
of a window display is greatly increased when it is 
reinforced with advertising in the newspapers, featur- 
ing the same types of shoes and tying in with the 
window display idea by repeating the caption or using 
a cut or illustration of some decorative feature of the 
window. The next two weeks offer the final opportunity 
for a strong promotional effort on Easter footwear and 
retailers should make every effort to give the Spring 
selling season an initial impetus in the coming fort- 
night that will set a fast pace for the weeks to follow. 
In the rush of Easter selling and Easter promotion, 
[TURN TO PAGE 38, PLEASE] 
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She Editors Oulfook 


Miore Money for Shoes—Also More Shoes 


THE public is buying shoes as it has not done in a 
decade—and the pre-Easter business may reach an 
all-time high. The American public is on the road 
upward and the surge in that direction is accelerated 
by wage increases of staggering amounts—the steel 
industry alone accounting for $150,000,000 of in- 
creased purchasing power by a decision made in one 
parley. The state of Pennsylvania now rivals Michi- 
gan in acceleration of income for forty hours of work 
at a minimum of five dollars per day. The fact that 
the political powers in both of the states were de- 
cidedly pro-labor may have been a force-influence in 
the settlements. The stock market also staged a rise 
—though it passeth all understanding how “increased 
costs” can be translated into “increased earnings for 
stockholders.” The price of steel took a jump the 
following week of from five to eight dollars per ton. 
If steel and automobiles take the lead, can all Amer- 
ican business be far behind? 

The sit-down strike becomes a farce in the light of 
recent employer-employee conferences. As a novelty 
stunt dramatizing a protest it was boys’ play and will 
soon pass with the ridicule it deserves. The American 
worker is revealing common sense at last, but before 
the sit-down strike fades completely watch what it 
portends at retail, with girls and juveniles in five- 
and-ten-cent stores and variety chains playing the final 
act before the curtain rolls down on the sit-down and 
sulk show. 

The menace of a new N.R.A. is diminished when 
business voluntarily establishes fair employee policies 
and relations. Business should correct its competitor 
relations through voluntary agreements, for it is ob- 
vious that the chiseler and the cunning operator have 
cut off their sources of supply. An old Indian saying 
is worth remembering: “Fool me once, shame on 
you; fool me twice, shame on me.” 

Watch also with some concern a changing phase of 
retailing—the increased employment of boys and young 
men up to the age of twenty-four in shoe stores—then 
the loss of these ambitious young men between the 
ages of 25 and 45 into more remunerative work—and 
the return of men above that age to the more. sedentary 
work in the shoe store. The prime causes for this 
were: first, the minimum wage scales of the old 
N.R.A. increased the number of young men at retail; 
second, the minimum wage soon became the accepted 
level of wages; third, the continuing cry of “Nine 


By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


old men” made employers and the public at large 
calendar-age conscious rather than capability-age con- 
scious. Some forms of retailing are improved by the 
vigor and enthusiasm of boys at the first job. But 
shoes cannot be sold that way. Shoes must be fitted 
to feet. It takes skill and experience to really fit feet 
with ready-made shoes, 

Make no mistake about it, the public will soon be 
in a more discriminating mood. It will demand re- 
sponsible service. One of the heads of a large mail 
order house senses it when he said, “Price alone in 
the next period isn’t enough. The public will demand 
service.” 

So you see when prices rise the public’s taste and 
selection rise also—better shoes, better fitting, better 
service, all play a part. 

Watch your organization and protect it by such 
human relations as will hold your good men and 
women to a vocation which should have compensation 
in wages, in social service and in useful work—to 
give each worker those satisfactions that come through 
“work well done.” The problem of the 40-hour week 
so general in industry is obviously something which 
cannot prevail in retail stores generally, although de- 
partment stores have almost nationally established that 
scale. The problem of the Saturday afternoon holiday 
is now aggravated by the labor-free week-end Saturday 
and Sunday and time repercussions are inevitable at 
retail. 

Millions of pairs of shoes will be sold in the next 
few weeks to the public’s great advantage—for they 
are actually worth more intrinsically than the price 
asked. Favorable weather stimulated early buying, 
and many an order that was placed by the merchant 
for early delivery has already gone with the customer 
—and duplicate orders are impossible to make in time 
for the greatest shoe period of the year. For, be it 
known to one and all, the emblem of Easter at retail 
is a new pair of shoes. The public has accepted shoes 
as a token of “one more Springtime.” Even in the 
flood region this demand for new and fashionable foot- 

[TURN TO PACE 42, PLEASE] 
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No two feet are alike. In this case one 
foot is normal, the other shows a pro- 
nounced case of weak foot. 


PAIN IN 
HIPS 


NEURITIS 
AND 
SCIATICA 


PAIN IN 
KNEE 


UNIONS 


TOE NAIL 


CALLOUSES® 


k/ 
TENDER HEEL 


Weak or fallen arches ct many 
parts of on body rote baat feet. 


Dr. Scholl’s Foot-Eazer has given mil- 
of men and women relief from 
weak and fallen arches. 














Makes possible exact adjustment needed, 


FEET 


Differ as much as 


} 


i] 
) 
Yy 


fingerprints—no two are 
SELL THE IDEA OF 


if you believe in the principle that a satisfied 
customer is the best asset to any business! 


After the foot is 
accustomed to its 
new elevation, the 
support is raised. 


Foot |in sts origi- 
nal condition. 
Hie Aveb Support 
as fitted very low. 


“In all my 33 years’ experience as a foot 
specialist”, says Dr. Wm. M. Scholl, the 
noted foot authority, “I have never ex- 
amined two cases of weak or fallen arches 
which were precisely alike. Even the right 
and left feet of a single individual rarely 
need the same correction.” 

That statement explains why so many 
people have failed to find in so-called 
“arch support” shoes the relief for which 
they hoped. It explains why Dr. Scholl’s 
Arch Supports have been amazingly suc- 
cessful in correcting foot arch troubles. 


EVERY CASE IS DIFFERENT— 
EVERY CASE IS INDIVIDUAL 


This scientifically demonstrated fact is em- 
phasized in our big 1937 advertising cam- 
paign now appearing in an imposing list 
of national magazines. In these ads the 
public is told why individualized correc- 
tion, as offered in Dr. Scholl’s Arch Sup- 
ports, is the only dependable method of 
overcoming weak or fallen arches and 
their attendant ills. 

How Dr. Scholl’s Arch Supports are molded 
to each foot’s individual needs at the time 
of fitting; how they are progressively adjusted 
to facilitate correction and why “correc- 


After the foot is 
restored to normal, 
the support need 
no longer be worn. 


Later, as the con- 
dition improves, 
the support 
is again raised. 


tive” shoes cannot meet these vital needs 
—these facts are driven home with power- 
ful emphasis. 


YOUR BIGGEST YEAR IN 
DR. SCHOLL’S ARCH SUPPORTS 


Our convincing “‘reason why” advertising 
campaign will make men and women all 
over the land conscious of the need of Dr. 
Scholl’s Arch Supports, and open the eyes 
of countless thousands to the shortcomings 
of shoes alone as a substitute for Scientific 
correction. 

Take advantage of this rapidly awakening 
public consciousness to the scientific wa 
of relief by pushing Dr. Scholl’s Arc 
Supports and you'll have the biggest and 
most profitable business in Dr. Scholl’s 
you ever had! 


Write for new catalog 





FREE HOME STUDY COURSE 
Our Educational Department offers Shoe 
Dealers and their salespeople a free Cor- 
respondence Course on the fitting and sell- 
ing of Dr. Scholl’s FOOT COMFORT Appli- 
ances. Write for enrollment blank. 











THE SCHOLL MFG. CO., Inc. 


Maker of Dr. Scholl's FOOT COMFORT Appliances and Remedies for All Foot Troubles 


213 W. SCHILLER ST., CHICAGO 


62 W. 14th ST., NEW YORK 


112 ADELAIDE ST., E., TORONTO, CANADA 
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Our only 
UNPAID DEBT 
is to the Public 
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A TRUE STORY 
covet 0 Geneeeh Mem? 


Awarded Honorable 
Mention at the 1936 
Annual Advertising 
Awards Dinner, this 
campaign by R. dH. 
Fyfe & Company 
proved its effectiveness 
in a notable sales in- 
crease for the store. 








AT the Annual Advertising Awards Dinner sponsored 
by Advertising and Selling, held at the Waldorf- 
Astoria Hotel in New York recently, a series of adver- 
tisements of R. H. Fyfe & Co., which appeared exclusive- 
ly in the Detroit Free Press, were accorded honorable 
mention. The advertisements were prepared by Gels- 
ton Hardy, of the Detroit office of McCann-Erickson, Inc. 

Mr. Hardy, together with Margaret Jolly, advertis- 
ing manager of the Fyfe company, received the award 
from Stuart Peabody, chairman of the 1936 awards 
jury. 

The Annual Advertising Awards for 1936 are a 
direct outgrowth of the original Harvard Advertising 
Awards of 1924 to 1930, established by the late Edward 
Bok, the famous publisher of the Ladies’ Home Journal. 
They are dedicated to the same ends as the original 
awards, namely: “To encourage merit and stimulate 
improvement in advertising.” 

The awards are made on the basis of national com- 
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R. H. FYFE Advertising 
Takes Honors in 


National Contest 


petition by a permanent administrative board com- 
posed of such outstanding business men, publishers 
and advertising men as Ernest Elmo Calkins, chairman; 
Col. Frank Knox of Chicago; Percy S. Straus, presi- 
dent of R. H. Macy & Co., New York City, and others. 


Effectiveness Is Cited 


In submitting the campaign to the Jury of Awards, 
it was necessary to specify in what publications the 
advertising appeared and offer evidence of the effec- 
tiveness of the campaign. 

The Fyfe sales increase exceeded expectations, ac- 
cording to a letter from W. T. Livingston, president 
of the company, despite the fact that during the latter 
part of July and almost all of August the widening of 
Woodward Avenue so blockaded the store that it was 
very difficult for customers to gain entry. 

In entering the series of advertisements in the na- 
tional competition the jury required McCann-Erickson 
to state the objectives of the campaign, which they 
outlined as follows: 

1—“To broaden the market by making the R. H. 
Fyfe Store known as the best place in Detroit to buy 
reasonably priced shoes while at the same time main- 
taining its reputation for quality. 

2—“To secure a greater share of the style trade, 
particularly the custom of young women from 16 to 25. 

3—“To make the friendly spirit, quality merchan- 
dise and expert fitting of R. H. Fyfe & Co. mean as 
much to the one-third of the population which has 
come to Detroit since 1920 as to the other two-thirds 
of the population.” 


Honor to the Whole Industry 


The award is a signal honor to the shoe industry 
and is indicative of the high place that shoe advertis- 
ing maintains in modern retailing. One of the chief 
objectives of the campaign was to stimulate the “esprit 
de corps” of the Fyfe Sales Organization. Certainly it 
has been achieved in this meritorious presentation. 
The fact that R. H. Fyfe’s advertising won such appro- 
bation in a national contest must be very inspiring to 
the morale of a sales organization. 
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Throughout the world, New York’s 

Fifth cAvenue symbolizes quality wealth, 

Soon, The Avenue will present its richest 

spectacle. . . . thousands upon thousands of 

superbly costumed women parading in the most 
youthful and dressiest shoes of black patent leather. 








Foot Health Tests mt 
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*PERCENTAGE OF FOOT TROUBLES ACCORDING TO AGE 
Surveys show foot defects rapidly incresce from child hood to middie life. 
Ninety percent of edult foot fasite shoes 


Sought in Forty States 


Foot Health Councils Would Broaden Requirements 


For Examination of School Children 





Seventy-two percent of children's foot def 
‘# TUG CHART OASO On AcTOAL feet SURVEYS 
(AS CLAMIBATIONS MUPORTLD Somct 1914 


te beh aa. é 
ore caused by a y 





U.S. SHOE PRODUCTION 


The chart below 
shows the steadily in- 
creasing number of 
children who are wear- 
ing shoes which they 
have outgrown. 
*PERCENTAGE OF CHILDREN IN PUBLIC SCHOOLS 


Wearing Outgrown Shoes 





FOOT Health Councils in approximately forty states 
plan, during the next two years, to introduce bills in 
their respective legislatures which will have the effect 
of broadening the present laws requiring the physical 
examination of school children to include an examina- 
tion of their feet. 

Such a bill recently was introduced in the Massachu- 
setts House of Representatives under the auspices of the 
Massachusetts Foot Health Council, of which Joseph C. 
Lelyveld of Rockland, Mass., is executive head. The 
Massachusetts bill, really an amendment to a law al- 
ready in force, reads in part: 

“The committee shall cause every child in the public 
schools to be separately and carefully tested and ex- 
amined at least once in every school year to ascertain 
defects in sight or hearing, and other physical defects 
tending to prevent his receiving the full benefit of his 
school work, or requiring a modification of the same 


The above chart 
shows the big increase 
in foot troubles which 
has developed among 
children of school age, 
when the foot is in its 
normal period of devel- 
opment, 





in order to prevent injury to the child or to secure the 
best educational results, and shall require a physical 
record of each child to be kept in such form as the 
department may prescribe. . . . The physical examina- 
tion shall especially include the examination of the feet 
of all school children, commencing with grade one and 
including those pupils who attend the high school, by 
a person well qualified to examine the feet of these 
children, who shall report on all defects of the feet and 
footwear, which if neglected may unfavorably influence 
the child’s health and/or physical efficiency during 
childhood, adolescence or adult years.” 

To further the progress of this bill through the legis- 
lature, the Massachusetts Foot Health Council has sent 
to all senators and members of the lower house the 
following bulletin which tells what the bill is designed 
to accomplish and marshalls the reasons for its passage: 

“The purpose of this bill is to broaden the Examina- 
tion of School Children to include their feet. 

“Under the present law, with few exceptions, feet are 
neglected in public school health examinations through- 
out this Commonwealth. 

“This bill will not create new expense, neither will it 
create new jobs. 

“This bill will give children a better chance when 
they grow up. 

“The need for this extra care is based on facts shown 
on the enclosed chart and in the enclosed report. It is 

[TURN TO PAGE 38, PLEASE] 
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these covered heels 


with built-up heels... 


THEN COMPARE THE WEIGHTS! 


U PONT PRESENTS a new heel covering 
material ina built-up heel effect. This 
is an exact photographic reproduction of 
the finest built-up leather heel. The outer 
surface is embossed, giving the feeling, tex- 
ture and finish of leather. 
This new heel covering brings to your 
‘customers the comfort of /ightness, with 
improved appearance. It eliminates ounces 
of unnecessary weight. One of these shoes 
shown here with a 16/8 heel is 12%% 
lighter than the other with a built-up 
leather heel. In all sizes and for all types 
of heels. Send for a sample. 


OTHER ADVANTAGES INCLUDE: 


No checking, cracking, splitting— Neither 
moisture nor dryness can affect these heels. 


Uniform, long lasting finish — These new 
heels have just the right degree of finish and they 
keep that finish. Heels match perfectly—stay new- 
looking much longer . . . always uniform. 


Strength—Makes a strong, durable heel. 


Scuffless— Like all “Pyraheel” coverin, S, an im- 
y § 
portant and popular sales point. 


REG S Pat OFF 


BUILT-UP HEEL EFFECTS 
in SCUFFLESS “PYRAHEEL” 


E. 1. DU PONT DE NEMOURS & COMPANY, INC. 
Plastics Department, Industrial Division 
Arlington, New Jersey 





~ 
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: 


24-hour service — 90% shipments! 
325 active men’s and women’s styles constantly sized! 
- more than 200,000 sizes at your call! 


had under your own name, if you wish. 


With the biggest demand in seven years coming 
your way, why watch your prospects go “past the 
door” looking for shoes? 


Walk-Over can ship you now*a complete Spring 
showing of men’s and women’s styles, nationally 
advertised in full color. High styles, street, sport 
and arch types. Grades to retail at $6.75 to $10.50 
and up, priced to meet this rising volume demand 
for quality. These fast-selling style leaders may be 


NO QUOTAS : You can “ease” into this line. You 
need not buy a big range of styles and sizes. We’d 
rather see you make sure-fire profits on the shoes 
you purchase. : 

If there is no Walk-Over agency in your com- 
munity, ‘phone, wire or mail the coupon for cata- 
logs or samples. 


# GEO. E. KEITH COMPANY + CAMPELLO, BROCKTON, MASS. & 
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325 MEN’S AND WOMEN’S STYLES IN STOCK 


A—BOHEME: Stock No. 15467 Black Gab- 
ardine with Patent. Stock No. 20467 Blue 
Gabardine with Blue Patent. Stock No. 
14457 Terra Cotta Gabardine with Terra 
Cotta Patent. 


B—monawk: Stock No. 19898 White Kid 
Suede with Tan Sport Calf. Stock No. 19988 
White Sport Calf. 


C—caBAna: Stock No. 18357 Gray Suede. 


Stock No. 19337 White Calf. Stock No. 
6337 Black Calf. Stock No. 8337 Tan Calf. 
Stock No. 20337 Blue£alf. Stock No. 8317 
Red Earth Calf. U. S. Pat. D103226. 


D—LAREDO: Main Spring* Arch. Stock No. 
19983 White Kangaroo Suede with Tan 
Calf. Stock No. 7973 Black Kid with Pat- 
ent. Stock No. 19973 White Kid. Stock No. 
20863 Marine Blue Kid with Blue Patent. 


E-KOOLIE: Stock No. 4945 White Sport 
Calf. Perforated through. U.S. Pat. D103054. 


F—coLuMBIA: Stock No. 3916 British Tan 
Calf. Stock No. 1916 Black Calf. 


G-—coLuMBIA: Stock No. 4910 White Kid 
Suede with Brown Calf. 


H—PLYMOUTH: Main Spring* Arch. Stock 
No. 1767 Black Calf. No. 3767 Brown. 


*REG. U.S. PAT. OFF. 


Geo. E. Keith Company, Campello, Brockton, Mass. 
I am interested in the Walk-Over line... [] For men... [] For women. 


C0 Send salesman with complete line. 


(Send selection of samples. 
C Send men’s catalog. 


CZ Send women’s catalog. 


__ Address. 
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T. W. GARDINER COMPANY - LYNN, MASS. 


GARDINER LASTS 


For two generations New England Shoe Manufac- 
turers have proved to their own satisfaction that 









Gardiner Lasts reflect Smart Fashions and Depend- 
able Styles. 





Because of its constant affiliation with New York and 
Chicago style centers, T. W. Gardiner Company is 
able to give the Shoe Trade of New England avu- 





thentic service at all times. 


THE LAST WORD 


UNITED 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASS. 
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REGIONAL SERVICE 


"LLAMAS 


The individual and collective experience and 
facilities of these manufacturing units 


are constantly available to the Shoe Industry 


FITZ BROS. CO. EMPIRE LAST WORKS 
AUBURN, MAINE ROCHESTER, N.Y 

7. W. GARDINER CO. KRENTLER BROS. CO, 
LYNN, MASS. ST. LOUIS, MO. 

UNITED LAST CO. KRENTLER BROS. CO. 
BROCKTON, MASS. MILWAUKEE, WIS. 


stewart & potrenco. THE LAST WORD ynitep tastco., tro. 


SROOKLYN, N. Y. U N | T E D MONTREAL, P Q. 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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Wants 


SIZES 


You Can’t Do 1937 Business with the Size Schedule of 1933 


By HARRY R. TERHUNE 


SIZES and size records are a big problem today in 
all shoe stores, large and small. A store must have 
enough sizes with which to do business and must buy 
them in the right proportion to the sales. Styles are 
showing an increasing tendency to multiply rather 
than diminish, even in the so-called conservative stores 
with the result that many buyers are spreading out 
their stock too thin. The needed number of complete 
size runs on safe shoes plus a number of heart size 
runs on the pretty shoes needed to tone up the stock, 
is very apt to produce a stock which is out of balance 
when it comes to weighing the proportion of sizes on 
the shelves to the actual selling. 

Many buyers have questioned the advisability of 
keeping a complete, accurate size history of each line 
on account of the cost. It costs real money to prepare 
and chart daily records which show exactly what sizes 
are sold on each stock number. Even then the most 
carefully kept records are apt to be in error, due to 
exchanges, refunds and the chance of wrong size writ- 
ing on the sales slip. 

Those buyers who have discarded this method of 
keeping a size inventory are still of the belief that a 
close watch of keeping sizes within a proper selling 
ratio is vital to their business. They figure their stock 


must be as well “size” balanced as it is “price” and 
“style” balanced. 

Two ways have been tried in several stores which 
are distinct aids in keeping the stock in good size 
balance. Number one is the growing trend to hash 
shoes by types or colors. That is, all the spectator 
sports shoes together, regardless of price or lasts. White 
shoes are grouped the same way and so on through the 
stock. It has been found by stores who run their shoes 
this way that the selling is considerably speeded up. 
After all, they point out, the size and type are the 
real things under consideration by the patrons. When 
a customer needs size 7A in a white shoe, if all 7A’s 
in whites in the house are grouped together before the 
salesperson, the right sizes can be instantly located 
without any long search. It has also been found that 
when shoes are grouped together this way, the higher- 
priced shoes will sell faster than the lower-priced 
grades. 

The second practice in keeping the stock in a proper 
size balance is going to the shelves at least once a week 
for the purpose of taking off a composite size chart 
of certain groups of shoes, then to summarize the stock 
as to individual types. (See chart below.) 

[TURN TO PAGE 35, PLEASE] 








Women's Retail Price Men's Retail Price 
Color $6.00 $6.75 $7.50 $5.00 $5.50 & $6.00 
Black Fabric ......... 119 0 0 0 0 
Blue & White......... 0 0 54 0 0 
Brown & White ....... 44 0 58 48 43 
Patent, blk. .......... 53 52 33 0 0 
Calf and Kid, blk. .... 4) 694 203 292 463 
RR a 171 Sil 452 548 475 
SN nso cae 4 ce ¢ 684 549 272 358 200 
ON oe a 62 86 281 0 0 
__ 2A 137 29 179 42 0 
Suede, Beige ......... 94 0 114 0 0 
Suede, Blue .......... 76 0 86 15 0 
oa 90 20 34 0 0 
British Tan ..........- 79 0 0 0 0 
Ree Ge. ks i oh. 114 0 0 0 0 
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starts here... in your store 





Left, The Marshall, No. M4525, Dust and Champagne Calf. 
Right, The Marshall, No. M4526, Tan and White Calf. 


Men are dressing up, buying better style, from hats to shoes. 
Right there is where the Jarman Custom Shoe makes its appear- 
ance. Jarman dealers everywhere report a splendid reception 
for these outstanding $6.50 styles. Sales are far exceeding 
those of *36 (and those were record breakers.) Get your share 


of this better business. 


We'll help you sell. Jarmans are the only shoes that have been 
consistently advertised in full color in the national magazines. 
This year Jarman advertising appears more frequently, shows 
more shoes and is more convincing than ever before. It will 
make more sales for you. Be ready to show and to sell the 
latest styles in Jarman Custom Shoes. Our representative 
will call and show the complete line. Write: JARMAN SHOE 
COMPANY, Nashville, Tenn. 


CUSTOM SHOES $650 





JARMAN SHOE COMPANY - NASHVILLE, TENN ~ bDitision OF GENERAL SHOE CORP. 
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THE LABORATORY LOOKS AT 
WHITE SHOE CLEANERS 


improperly. Do you wonder that the public is dissatisfied with certain types of cleaners. There are two types of 
white shoe cleaners. One (Shu-Milk) actually cleans as it whitens. The other "covers over"—hides the dirt under 


: Now, for the first time, see what happens to your customers’ white shoes when they are cleaned—properly and 


a paint-like “crust.” 


THIS SHOE “CLEANED” 
with “COVER-OVER” 


The "cover-over" used 
on this shoe caused 
stiffening of the 
leather, cracking of the 
surface finish, turning 
original whiteness to 
dull, dingy gray, and 
rendering the shoe un- 
desirable for wear in 
less than a month! 








THIS SHOE CLEANED 
with SHU-MILK 
Note how Shu-Milk 


leaves the leather on 
this shoe soft, smooth 
and free from cracks. 
The surface still has all 
its original newness 
and the shoe is the 
whitest of white—good 
for many more months 
of stylish wear. 


























Unretouched photomicrographs of white 
shoes worn and cleaned daily for 3 
weeks. Left, cleaned with ‘' cover- 


over"’. Right, cleaned with Shu-Milk. 









MICROSCOPE PROVES SHU-MILK BEST 


The comparative Photomicrographs show Shu-Milk to be the proper and safe cleaner. Shu-Milk contains no ingredients 
which "crust" the surface of the leather to cause cracking, discoloration or damage to the original finish. The Shu-Milk 
formula has proven itself. It has won the enthusiastic endorsement of many millions of users. Shoes cleaned with Shu- 
Milk keep their freshness and newness longer—have a whiteness matched only by new shoes—and are cooler, because 
the original surface of the leather is left free to "breathe," not "plated" with the gummy adhesives used in "cover-overs.” 





HIGHER-THAN-AVERAGE PROFITS 
Shu-Milk safeguards your good will and profits with greatest estab- 
lished consumer confidence. And, for good measure, Shu-Milk offers 
you higher-than-average money profit. Ask your wholesaler about 
new low prices on Shu-Milk. 


GREATER CONSUMER ADVERTISING 
This laboratory story of comparative cleaner results will be taken 
to the public in the greatest advertising campaign ever put behind 
Shu-Milk. Newspapers and magazines will tell to millions the story 
of Shu-Milk superiority—will build good will and profits for dealers 
who display and feature Shu-Milk. 


SHU-MILK GUARANTEE 
(Printed on every package) 
"Best Ever Used or Money Refunded” 


SHU-MILK Safely Cleans WHITE SHOES 


Order through your wholesaler 


FAIR TRADE 
Shu-Milk operates under the 
Fair Trade Laws of I1 States 
having such legislation and is 
in process of adding all others. 
We do this to insure the trade 
the generous profits to which 
we feel they are entitled. 














WALTER JANVIER, Inc., 


NEW YORK, N. Y. 
National Distributors for 


SHU-MILK PRODUCTS CORP. 
PASSAIC, N. J. 
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THE PUBLIC WANTS SIZES 


To illustrate how the latter might 
look, we reproduce in the accompany- 
ing chart a few of the current figures 
of Dobyn’s Shoe Store, Long Beach, 
Calif. As these figures only include 
three price lines in women’s and two in 
men’s, it is understood that they are 
by no means representative of the en- 
tire stock and are used only for illus- 
trative purposes. 

In commenting on this method of 
inventory, the management explained 
that they did not keep complete size 


[CONTINUED FROM PAGE 32] 


Beach, but the way of arriving at the 
proper proportions is somewhat dif- 
ferent. At the start of the buying sea- 
son a master size chart is made of all 
the season’s advance orders, to which 
is added the shoes on the shelves which 
may in any way be influenced by those 
on order. The object of this is to see 
if the stock has been bought in proper 
balance—not too many end sizes and 
not too few middle sure-selling sizes. 
In this good-grade family shoe store, 
most of the shoes are make-ups, even 


SIZE SHEET 


A\'A| § 6 


2|4} 3 
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Sizes sold in Schultz & Winsler shoe store, Riverside, Calif., on a new type of arch shoe 
retailing at $8.50 over the introductory period. This shows a volume of business done 
by carrying a complete size range. 


records of every pair sold as it was too 
costly and not worth the trouble. Lines 
are kept by retail prices, then by colors. 
It will be noted here that the black 
shoes in the $6.00 line are rather light, 
while they are heavy in the $6.75 grade. 
This is due to the latter being a rather 
conservative group, while the $6.00 
prices are mostly novelties. 

After this price and color summary 
has been studied, the next move is to 
take off composite sizes on those colors 
or grades which need shoes. This is 
time enough to break down the detailed 
size information. 

As explained by Manager Hunter, 
“People who come into this store are 
a real distinct type whom we have de- 
veloped over a period of years. The 
store plays to the good middle of the 
road trade with prices of $5.00, $6.00, 
$6.75, $7.50 and $9.50. These people 
are not so much interested in buying 
red, open-toed sandals as they are in 
having good-fitting, rather smart 
moderately-priced shoes. Fit is more 
important to the. most of them than 
some exact shade or pattern, for the 
majority are accustomed to good shoes. 
While they do not buy so many pairs, 
they are good loyal trade, when served 
right. That is one of our main rea- 
sons for watching the sizes so carefully, 
as we demand exact fittings, in order 
to completely satisfy this trade.” 

Out in Santa Monica in the Smith- 
Robinson shoe store, the size problem 
is considered just as vital as in Long 


the feature shoes, to a large extent. 
While this complicates the merchandis- 
ing problem a great deal, the partners 
feel that this course is their only way 
out. Being near a large city, they are 
in direct competition with the city 
stores, together with the local city 
branches and the chains. Having shoes 
made to their order gives the needed 
individuality to their stock, even though 
the styles are for the most part on the 
conservative order. 


Full Size Range Profitable 


Trade is decidedly hard to fit in a 
home-owned shoe store where both 
partners work right with their sales- 
men on the floor selling shoes to their 
friends and neighbors. Selling the right 
size becomes almost a religion in any 
store of this nature, and that means 
the carrying of a sufficient stock to fit 
properly. Sometimes this stock looks 
out of line to auditors and people not 
connected with the business, but to 
those on the “in,” the constantly grow- 
ing list of satisfied customers is proof 
of its being good business. 

Smith & Robinson for years have de- 
veloped the narrow width trade, so now 
their shoes sell all out of proportion to 
size standards set by many stores. 
With the trend for more and more 
suburban trading, this fine reputa- 
tion for properly fitting is standing 
them in good stead. As they said, “Our 
policy of carrying a full range of sizes 
is now commencing to pay us inter- 


Page 35 


esting dividends. Stores outside the 
congested centers which have good 
stocks of reputable merchandise are 
experiencing the pleasant sensation of 
finding more patrons who appreciate 
the chance for the more leisurely buy- 
ing that is afforded them in the sub- 
urban stores. Then, too, there is the 
possibility we can go farther in estab- 
lishing friendly relations. 

“As this trade has developed, we 
have increased the resources of our 
stock. This has been done gradually, 
with more and more emphasis being 
placed on sizes than on patterns. Size 
buying is really of considerable more 
importance in a suburban store than 
style buying. Our Arch Preserver, 
Trupoise and Red Cross lines form the 
backbone of our merchandise structure, 
around which we build a considerable 
trade on shoes for general wear. A 
sufficient number of new and pretty 
shoes come in all the while to give the 
stock tone and to hold those who desire 
smart fashion-wise shoes in the great 
moderate price range of from $5.00 
to $10.00. 


Size Problem Is Vital 


“Regardless of whether it be con- 
servative or high-style shoes, the size 
problem is a vital one with us, for on 
its successful solution rest the life 
and continuance of our business.” 

Now for a run down to Riverside, 
not so much to see the Mission Inn, 
the great groves of oranges, but to 
talk with R. P. Schultz and R. E. Wins- 
ler in their shoe store. Again we hear 
from still another source a conviction 
resulting from a long study, “Sizes are 
more potent factors in building busi- 
ness than too many styles.” 

A separate section of the shelving 
and a separate part of the show win- 
dow is permanently set aside for the 
express purpose developing the trade 
of the patrons with large feet. This 
is designated as the “Over size” depart- 
ment. On the women’s side, all shoes 
over size 8 are hashed in together. 
Regular lines are bought up to 8 only. 
Sizes larger than the 8’s are bought 
and merchandised entirely apart from 
the rest of the stock. Some shoes look 
and fit better in the large sizes than 
other active selling numbers do, so by 
having these shoes all together and 
bought especially with this object in 
mind, the special section is daily prov- 
ing its great value. 

“Since we have commenced to pub- 
licize our ‘over size’ sections in the win- 
dows and in the advertising, a number 
of new customers have been attracted 
to the store. Then by backing up this 
continuous promotion with having a 
good assortment of shoes to show them 
after the windows and the advertising 
has brought them in the store, some 


[TURN TO PAGE 38, PLEASE] 
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At the WALDORF 


@w April Sth and 6th the outstanding American 
Leathers will have their official “Coming Out Party” 
for Fall, 1937, at the Hotel Waldorf Astoria, New 
York City. 


Hundreds of shoe manufacturers and retailers from 
Coast to Coast will attend this opening and they will 
see for the first time these debutantes for whom the | 
entire shoe industry holds such high hopes for brilliance 
and popularity this Fall. 





Once again Boot anp SHOE RECORDER will publish the 
“Social Register” of these style leaders in its adver- 


tising pages, and its editorial columns will feature 


MANUFACTURERS and TANNERS still have 
ample time to prepare advertising copy for the 
March 27th issue of Boot and Shoe Recorder 
which will be distributed at this OFFICIAL 
OPENING OF AMERICAN LEATHERS FOR ADVERTISING FORMS 
FALL, 1937. 3 CLOSE MARCH 22 


7 thin Shim Boot and Shoe 


comment on the future of this sparkling collection. 
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The Public Wants Sizes 


[CONTINUED FROM PAGE 35] 


Illuminated exterior of Dobyn’s Shoe Store, Long Beach, Calif., where sizes are 
watched closely on the theory that exact fittings make satisfied customers. 


excellent results are being attained. 
Bunching all the large sizes together 
has its distinct advantages, chief of 
them being the convenience of having 
all the large sizes right before one 
when selling. This benefit is reflected 
in our being able to do a better fitting 
job, the selling of many more double 
headers and the obvious advantage of 
not overlooking some 10AAA, tucked 
away by itself when having a cus- 
tomer who wears this size.” That from 
the voice of experience of the partners 
who have thoroughly tried out this 
method of stock keeping. 

Very few mark-downs are ever taken 
on this large-size section, for the 
staples are always good, then by watch- 
ing the novelties, the stock can easily 
be kept clean. Remember everything is 
included in this section from arch 
types, novelties to Girl Scout models. 
Having a department of this sort is 
good, but continuous promotions are 
necessary to keep the story before the 
public. 


A couple of more angles to this size 
problem from Schultz and Winsler’s 
studies. Business has been increased 
here by increasing the size range car- 
ried and not the amount of the stock. 
And to illustrate that. A new arch 
type shoe was introduced some little 
while ago. Only the AA, A, and C 
widths were carried at the start, then 
when the rest of the widths were added 
the shoe commenced to sell properly. 
This size chart, indicating the sizes 
sold on this shoe over a period, is 
somewhat out of line, as all widths were 
not carried at the beginning. 

Best selling sizes in women’s novelty 
shoes and those in growing girls’ shoes 
run almost the same. About the only 
difference is that the growing girls 
will average one-half size smaller than 
the women’s. By that is meant, the 
heart of the women’s novelty sizes will 
run from 5 to 7, B width, while the 
growing girls will still predominantly 
buy these sizes, but they will also buy 
down to size 4% in good quantities, 





Spring Themes in 
Shoe Windows 


[CONTINUED FROM PAGE 21] 


don’t overlook the fact that the week 
following Easter (March 29 to April 3) 
is National Foot Health Week and don't 
fail to plan an interesting window, 
based on the idea of foot health through 
correct shoes and proper fitting. This 
display may be built around the poster 
that is being used for National Foot 
Health Week, or around an idea of your 
own, but it should be planned and 
ready to put in the Monday morning 
after Easter, when your Easter style 


window is taken out. Plan to make that 
week one of strong promotion of foot 
health especially if you sell any lines 
of shoes having special foot health fea- 
tures in your store. Try and sell this 
idea of foot health, correct shoes and 
proper fitting to your customers 
through window displays, advertising 
and the various publicity methods that 
the Boot AND SHOE RECORDER has sug- 
gested in its recent issues. It is an op- 
portunity, not only to stimulate sales 
of corrective types of shoes, but also to 
educate the public to a better apprecia- 
tion of the importance of the right shoe 
for the individual foot and the value of 
scientific fitting. 
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H. J. Joyce Transferred 


Los ANGELES, CALIF.—H. J. Joyce is 
now manager of the Seventh Street 
Wetherby-Kayser shoe store, having 
been transferred here from the San 
Diego branch of this company. Before 
coming with the Wetherby-Kayser or- 
ganization, Mr. Joyce managed the 
I. Miller store in Palm Springs and 
had his own shoe store in San Bernar- 
dino, Calif., for seven years. One of 
his first innovations in assuming entire 
charge of his present store was to in- 
stall a room on the second floor which 
the salesmen could use for a smoking 
and rest room. 


Shoe Store in Modern Quarters 


SPRINGFIELD, MAass.—The Walk-Over 
Shoe Store, formerly at 10 Harrison 
Avenue, is now established in its new 
ultra-modern sales room at 323 Bridge 
Street. Completely redecorated through- 
out in a striking color scheme, Walk- 
Over is now one of the most beautiful 
shoe stores in the city. No change has 
been made in personnel. Frank St. 
Onge, who has been with Walk-Over 
for over 27 years, is continuing in 
the capacity of manager. 


“Edgie”’ Set for Summer 


“Edgie,” the cut-out character which 
shows the youthful chap as he should 
be arrayed in the Summer season’s tog- 
gery, ornaments the Edgerton catalog 
of young men’s shoes, which is just 
going out to the trade. As a golfer, 
traveler or as a snappy young business 
man, he suggests the correct and proper 
use for the shoes illustrated in full 
color against a blue background with 
the shoe description in white. 

Fourteen pages of white shoes and 
as many of tans and grays give the 
merchant a range of selection for his 
Spring and Summer program that 
should spell profits for the store. A 
fine showing of all that’s styleful in 
men’s shoes! Requests to us for one 
of these catalogs will be forwarded to 
the manufacturer. 


Foot Health Tests 


[CONTINUED FROM PAGE 26] 


also based on case after case of 
Young girls sent home from hos- 
pital training schools; 
Young men barred from West 
Point; 
Older men rejected through civil 
service restrictions for police, fire, 
and postal service, 
all because of crooked toes, weak feet, 
or other foot deformities which started 
when they were children. Examination 
in childhood means prevention—neglect 
means suffering, loss of employment, 
and costly correction in later years. 

“Health from feet to head is the 
birthright of every child. The ‘future 
of the race goes forward on the feet 
of little children.’ ” 
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5) contd take a chance on poorly-fitted rubbers! It 
means dissatisfied customers. Play safe—sell Hood 
Lastics, and be sure of perfect fit. 


The “‘lastic construction” of these light Hood rubbers 
simplifies your stock problems as well. For one size 
fits a variety of shoe widths and sizes. Light-weight, flexi- 
bility, ultra-smart appearance—these are other big sales 
appeals in this popular line. 


The quality Hood builds into rubber and canvas foot- 
wear is mighty important to you, too, because poor qual- 
ity makes a customer dissatisfied with your store. You 
can play safe with the reputation of your store by stock- 
ing the Hood line of rubber and canvas footwear. Hood 
designs and styles the kinds of footwear people want and 
Will come back for. 


HOOD RUBBER COMPANY, INC., WATERTOWN, MASS. 
Branches at: Atlanta, Ga.; Baltimore, Md.; Boston, Mass,; Chicago, Ill.; Cincinnati, O.; Cleveland, O.; Dallas, Tex.; Denver, Col.; 
Detroit, Mich.; Kansas City, Mo.; Los Angeles, Calif; Minneapolis, Minn.; New Orleans, La.; New York, N. Y.; Philadelphia, 
'Pa.; Pittsburgh, Pa.; Providence, R. I.; St. Louis, Mo.; Salt Lake City, Utah; San Francisco, Calif.; Seattle, Wash.; Syracuse, N. Y. 
LLL LT a Le a ST I eA AE IG OAS SPEAR 
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The Fitting Forum 


[CONTINUED FROM PAGE 19] 


(Aside) This man measures for about 
a size eleven and a half. I have just 
asked him what size he thought he 
wore and he told me he wore a ten 
and a half, which is significant of a 
great many of these young fellows who 
come into our store and find that they 
are wearing a short shoe until we tell 
them that they should wear a proper 
size, determined upon by measuring 
their foot. The chances are we have 
difficulty in selling them their correct 
size due to the fact that they will tell 
me they have worn that size for quite 
a long time. 

It isn’t so difficult with a young man 
like this as with older men. These 
young fellows know they grow pretty 
fast and probably gain an inch or two 
as they go along. 

I would give this man, out of our 
stock, a pair of light-colored brogue 
shoes with a wing tip on a medium or 
round toe, at a price of $6.85. 

COMMENTATOR: So you don’t 
think this man’s shoes will remain the 
same size the rest of his life? 

SALESMAN: I think they will 
change as he changes. A great many 
forget that physical changes occur as 
they get older—even in an older man. 


QUESTION FROM ‘AUDIENCE: 
What width does he take? 


SALESMAN: He would wear about 
a B width. 

You also have to use your own judg- 
ment where the feet vary a bit when 
the man stands on them. If you notice, 
I measured this man while he was 
standing up, more or less to show ap- 
proximately what we would do. 

QUESTION: What measuring de- 
vice do you use? 

SALESMAN: We use the ordinary 


measuring stick that measures the size 


correctly; that shows on the stick just 


the size the man wears. Then we have 
to use our own judgment. 

QUESTION: You don’t measure for 
width? 

SALESMAN: Not the width. We 
usually judge that and fit accordingly. 
We find most men coming into our 
store today need a longer size than 
they are wearing. I am talking of New 
York City; I don’t know how it is out- 
side of New York. 


COMMENTATOR: I think, so far, 
we have developed a point of customer 
importance. Here is a young fellow in 
college, wanting to look the part for 
the Easter season and who has an 
interest in a certain type of shoe and 
knows precisely what he wants, due to 
advertising. 

His use of the term “brogue” and 
his understanding of it comes from his 
contact with advertising terms and 
he knows precisely what he wants. He 
also now understands a very impor- 
tant point made by Mr. Adler—to the 
effect that a growing young man should 
always remember that the size of his 
feet today may not be the size of his 
feet two years hence and ten years 
hence. 

For example, a man’s collar may be 
14 at his age and at the age of thirty- 
two may be 16%. Don’t you believe 
there are equivalent changes in the 
foot itself? 


SALESMAN: Sometimes more. 


INTERRUPTION BY JESSE AD- 
LER: Don’t you think the same thing 
happens to his bankroll—the way it is 
now and the way it will be ten years 
hence? 

COMMENTATOR: His bankroll then 
becomes his own, because he is now, 
in all probability, buying on his father’s 

[TURN TO PAGE 47, PLEASE] 





Du Pont Sponsors New 


Ad Campaign 


New Yorx—One of the most aggres- 
sive and well thought out promotion 
campaigns is being sponsored by the 
Du Pont Company, Plastics Depart- 
ment, featuring the built-up heel effect 
for heels of women’s shoes. This cam- 
paign began in. the February issue of 
the Boot AND SHOE RECORDER and will 
continue for several weeks throughout 
the following months. 

Du Pont is sponsoring their plastic 
material which has been photograph- 
ically and scientifically perfected to 
simulate the popular built-up leather 
heel. The material that Du Pont is 

manufacturing, when covered over the 


wood block, accurately resembles the 
fibre leather board and all-leather heel. 
It has the advantages of being check- 
proof, crack-proof and split-proof. Not 
only that, but heels of this type are 
lighter in weight. They may be.cleaned 
and practically no finishing-is needed 
in factory operations. They are easily 
attached to the shoe and heels are avail- 
able from the highest Louis to the low- 
est military. 

A novel and interesting phase of this 
promotion takes the form of sample 
mailings which will. be made to every 
manufacturer and several hundred re- 
tailers throughout the country. Heels 
will be sent through the mail un- 
wrapped to prove one of the most im- 
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portant selling points of heels of this 
nature, that being that they are scuff- 
less. 
Direct mail, shows and exhibits com- 
plete the promotion plans on this new 
Du Pont shoe material. 





Spring Selling Under Way 
in Dallas 


DALLAS, TEXAS — Japonicas bloomed 
early in Dallas this season, and along 
with the earlier-than-usual blossoms, 
Dallas society donned Spring shoe 
styles, determining early which way 
the wind is going to blow in volume 
sales for Dallas merchants. 

Patent leather oxfords and pumps, 
with cut-out toes, are seen in profusion 
here at all gatherings these days of 
the smart set. But, in general, there 
is a diversity in silhouette, color, mate- 
rial and trimming of the shoes mer- 
chants are selling in greatest quanti- 
ties. Specifically, Dallas merchants 
have enumerated the following models: 

1. A classic sports shoe of white 
bucko from California, of monk type 
with a narrow strap crossing the in- 
step and buckling at the side and with 
a rubberized sole and heel. 

2. A graceful slipper of black patent 
with narrow white pipings. The regen- 
cy strap treatment buckling at the side, 
the open sides and the sandal toe pro- 
viding special distinction. 

8. A medium-heeled, Cuban-inspired 
shoe of soft gray suede with pin-point 
perforations and navy stitching in cir- 
cle design over the toe and instep. 

4. A new high-throated pump com- 
bining navy blue gabardine and navy 
patent. This one has dressmaker 
touches such as tiny buttons and pip- 
ings which make it particularly suit- 
able for the “feminine” type Spring 
dresses. 

5. Brown and white in a low-heel 
type with squared heels and toes. 

6. A flat-heel shoe in new “zinnia” 
calf, newest of the russet tones. 

7. Patent and gabardine combined to 
create an afternoon slipper with open 
shank and high-glove-fitting instep. 

8. Open toe and heel oxford in na- 
tural lines, patterned in shaded green. 


Michaels Forms Partnership 


BROOKLYN, N. Y.—Harry B. Michaels, 
for the past 12 years with the Weis- 
berger Shoe Store in the Bronx as an 
authority on orthopedic shoe fitting, has 
joined in partnership with Harry Ros- 
enwasser, who conducts an orthopedic 
shoe store.at 1426 Coney Island Ave- 
nue, Brooklyn. 

Mr. Michaels has made a complete 
study of orthopedic shoe fitting and 
has lectured at various schools through- 
out the city on feet and shoes. He has 
had long experience in orthopedic shoe 
fitting and he feels that his new asso- 
ciation will enable him to broaden his 
scope in giving foot relief. 
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Gate y’s, Detroit 
A recent Grand Rapids Installation 


MODERNIZING FOR PROFIT 


The past year or so has proven to many retail mer- 
chants that modernizing their stores, when properly 
done, pays dividends in increased sales volume and 
profits. 


But some store owners have spent their good money 
in so-called “modernization programs” that have xot 
produced the looked for results. This was due, in 
‘most cases, to the fact that sufficient study was not 
made of their particular needs before the project was 
undertaken and it was hurriedly begun and carried 
out in a more or less haphazard manner or by per- 
sons inexperienced in the matters of proper store 
layout and equipment, as applied to today’s mer- 
chandising requirements. 


Modernizing WILL produce beneficial results, but such 
a@ program is entirely too important to enter into 
without a careful study having been made of the 


individual requirements of the store cr {:e particular 
departments involved. 


For nearly forty years this organization has been 
engaged in “planning stores for more profit.” Our 
Store Planning Division is composed of men of many 
years experience in this work, who have to their 
credit some of the outstanding store installations in 
the country. We do not offer advice to a merchant 
based on guess-work or experiment. Our recom- 
mendations are based upon supporting data and 
actual figures covering similar operations in com- 
parable stores. 


We will welcome the opportunity of discussing 
modernization with you without obligating you in 
any way. 

A line to us will bring prompt response. The coupon 
is for your convenience. 





MAIL THIS COUPON TODAY 





, GRAND RAPIDS STORE , . 


* EQUIPMENT COMPANY ~ 


Main Offices and Factories: 
Michigan 


Grand Rapids, 


Branch Offices and Representatives in Principal Cities 


Grand Rapids Store Equipment Co. 
Grand Rapids, Michigan 


Please send us further information on your 
Store Planning Service and Equipment. 
a 

City. _ _. ___State__ 
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“BOOST SALES NOW 
WITH A NEW 


ZOURI STORE FRONT ! 











Aggressive merchants in every line are pull- 

ing new customers and getting their share 
of increasing business with new ZOURI Rustless 
Metal Store Fronts. If you haven't already secured 
this most economical of all sales-developing 
tools, act right away—before competition makes 
disastrous inroads. 


ZOURI Store Fronts are up-to-date and inviting, 
with attractive modern metal members, which give 
the store front designer a chance to create a truly 
beautiful front for your particular establishment. 
You'll like the other practical advantages too... 
their dependable service, safe glass setting, ease 
of cleaning, and reasonable cost. 


A copy of the interesting new PORTFOLIO OF 
ZOURI STORE FRONTS, just off the press, is yours 
for the asking. Designs for various types of stores 
are shown, to give you an idea of what your ar- 
chitect can do for you with ZOURI Store Front 
construction. 


ZOURI STORE FRONTS, NILES, MICHIGAN 








WRITE FOR FREE PORTFOLIO 
OF ZOURI STORE FRONTS 


“ 
a 
. 
a 


wt Niles, Michigan! 
vw Please send the Portfolio I 
of Zouri Store Frontsto: ff 
I 

' 

] 


[=aaaaaaaa=aad STORE FRONTS 
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Something New in Display Fixtures 





Here is a new and attractive plateau for the display 
of shoes which gives a refreshing appearance to the 
trim and the windows. It is produced in a number of 
variations and sizes. Merchants interested in this new 
item can receive descriptive circulars by writing the 
Chicago office of Boot anp SHoE REcorDER in the 
Republic Building. 


The Editor’s Outlook 


[CONTINUED FROM PAGE 22] 


wear has amazed all reestablished shoe stores in this 
district. 

In the main, shoes that were damaged by the waters 
were dumped at any price the public would pay, but 
the capacity to consume was even greater and the 
shortage of stock has contributed to the rush of in- 
dustry. In production the figures last year exceeded 
415,000,000 pairs—better than ever before. The rate 
of shoemaking in January and February of this year 
continues higher, and if maintained will give a per 
capita output of over 3% pairs for every person in 
America—topping the world. So we see showmanship 
and shoemanship pay. But soon comes the necessity 


tor watching the price levels of new shoes for another 


season—inevitable increases—but how much can the 
public spend?—that is the question. For unemploy- 
ment, W.P.A. and government expenditure for relief 


still continue. 


Wage Increases in Maine 


PorTLAND, Me.—Nine thousand Maine shoe workers 
have received notice of wage boosts effective during 
the latter part of March. 

The Kennebec and Hy-Style shoe companies at Hal- 
lowell, and the Gardiner Shoe Company, employing 
in all about 2,500, were the largest firms to post in- 
crease notices. They said a 744 per cent boost would 
take effect March 29. 

Earlier in the day, the Lenox Shoe Company, Free- 
port, employing 1,400, announced a 10 per cent raise 
effective on the same date. 
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Will Easy Payments Sell 
More Shoes? 


[CONTINUED FROM PAGE 17] 


“This system has enabled us to make a number of 
sales that would otherwise have been lost. It has also 
been the means of getting some folks established on 
a credit basis, which otherwise might be denied them, 
although they would be worthy of it. We find that 
most of our applicants are unmarried people who have 
a reasonably good job, and whom we are very defi- 
nitely sure will pay us as long as they are employed. 

“We have made no attempt to publicize this service 
by any form of solicitation. It is more or less in the 
nature of a subterfuge where we do not care to open 
an unlimited charge account, but think the applicant 
is honest and worthy of trust. Then, too, we feel that, 
as a general thing, solicitation of business along these 
lines is not quite in keeping with the high-grade type 
of store we operate.” 

Another store states that it is in the business of 
selling shoes, not credit, and adds: 

“Our store has always been known as the strictest 
of them all in the matter of credits. We try to be 
easy with people who are normally good credit risks, 
but are slow pay at the time for some reason or .other 
beyond their control. We leave no stone unturned 
to collect from those who make a practice of abusing 
their credit, and are more than ordinarily careful 
about whom we open accounts with in the first place. 
We are naturally taking more chances today than we 
would some two or three years ago, but do not try 
to sell our merchandise through the liberality of our 
credit terms. 

“The matter of length of time required or install- 
ment arrangements depends largely upon the type of 
merchandise being sold. Department stores do a big 
business of this sort because of the household equip- 
ment and other larger items that are normally sold 
everywhere on an installment basis. 

“We do not mind being easier on our credits than 
we have been recently since the improvement in gen- 
eral conditions justifies this, but we nevertheless feel 
it is a mistake to permit the long term for payment 
since we find that the best customers are those that 
keep their accounts paid up. I mean by this that 
these same customers are more apt to buy from us 
when their accounts are kept in a current condition 
than when they have been permitted to run up a large 
account and they have a feeling that they should not 
further add to it. 

“The normal increase in our business over the past 
year and a half has been such that our credit de- 
partment has been kept busy taking care of the new 
accounts without feeling any justification in sending 
out letters and offering special inducements to new 
accounts, such as we used to do some years ago. We 
got away from this practice during the depression and 

[TURN TO PACE 51, PLEASE] 
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The “Windsor,” A Spineless Shoe by Charles A. Eaton Co. 


A KID SHOE 


for a young man 


Groomed as suavely as its English 
namesake, this tailored kid shoe is 
a young man’s choice for spring. Its 
lean, easy lines, make it a perfect 
choice to promote with English town 
woolens. In Quaker City’s firm, re- 
silient kid, it has the additional 
merits of lightness and walking ease 
—important buying factors to busy 
young men hurrying about town. 


SPECIFY 


QUAKER CITY BLACK 


RACER BROWN, No. 20 


HARNESS BROWN, No. 10 


QUAKER CITY 
DIVISION 


ALLIED KID COMPANY 
519 West Huntingdon St., Philadelphia, Pa. 
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“One-White’ Is the Great Door Opener 


Providence, R. I. 


Only Complete White Line 
For All White Shoes 


EN ITEMS .. 
each a best seller. 
brings new business and keeps the old. To 
help you sell it we give you this beautiful dis- 
play . . a stately Colonial doorway, ready to 
open the way to bigger sales and better profits. 


Order your “One-White” today 


Everett & Barron Company 





The 


each a quality product. . 
A line which always 


Toronto, Canada 











Puerto Rico U. S. Shoe 
Imports Increase 


WASHINGTON, D. C.—Increasing re- 
sponse of Puerto Ricans to United 
States shoe design, reflected in the 
purchase by citizens of our Caribbean 
possession from the mother country of 
628,000 more pairs of shoes during 
1936 than in 1935, is revealed by 
official trade totals just released here. 

According to the Puerto Rican Trade 
Council shipments of leather footwear 
to the island from continental United 
States during the past year were valued 
at $3,000,000, an increase of more than 
17 per cent over such shipments for 
the preceding twelve-month period. 

Largely because of improvement in 
the Puerto Rican sugar industry on 
which a large portion of the Insular 
populace directly or indirectly depends, 
the island easily retained its position 
as the largest buyer of shoes from the 
United States mainland. Puerto Rico 
is a larger per capita market for 
American footwear than any of the 
independent Caribbean republics. 





Shoe Business from a 
Shoestring 


PORTLAND, OreE.—Mike Farrell, oper- 
ator of the Dayton Slipper Shop at 
Dayton, Ore, has recently established 
a dealership with Everett A. Philpoe 





Chicago, Ill.—No, high-top button 
shoes aren’t to be worn this Spring. 
Miss 1937, on the left, poses in the 
Merchandise Mart to show Miss 1900 
the difference in their footwear. The 
photograph was taken at the recent 
style clinic in the Merchandise Mart 
in Chicago. 





of Sports Craft, Inc., a new retail out- ing lower and lower lows, he struck 


let opened a short time ago in Port- 
land. 

The slipper business of Mr. Farrell 
really started on the proverbial shoe- 
string. While the depression was mak- 


upon the profitable plan of getting in 
on the ground floor at the building of the 
Bonneville Dam. He sold shoestrings 
to the Bonneville workmen starting the 
dam of the Columbia River, the work- 
men with their Federal payroll dollars 
having the money to buy what others 
lacked. 

Mr. Farrell’s start in the slipper 
business began in 1934, when he was 
requested by his clientele to secure fur- 
lined moccasins, for real home comfort 
after work. He performed this task 
with such success that increased orders 
came in, and he established the Day- 
ton Slipper Shop for the trade around 
the dam at Bonneville and Dayton. 
Now he is moving to town in a big 
way with the new connection and 
dealership with the Sports Craft store. 





New Shoe Department 


at Cohn’s 


LittLE Rock, ARK.—New styles in 
nationally famous footwear are being 
viewed in the new shoe department at 
the M. M. Cohn Company, here. 
Everett Nelson, who was manager of 
a shoe salon in a large department 
store in Kansas City, is managing the 
shoe department at Cohn’s. This de- 
partment has been completely remod- 
eled. Modernistic chairs in chromium, 
upholstered im cream leather, have been 
installed, making it one of the city’s 
most attractive shoe departments. 
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Store Planned to Make Shoes Attractive 





The is an_ architect’s 


illustration 
drawing of the new Physical Culture 
Store, at 2398 Broadway, corner of 
88th Steet, New York City. 

The entire front of this store is a 
combination of white Georgia marble, 
bronze trimming and black carrara 


glass. The black glass was chosen by 
the architects, S. Laurence Klein and 
Associates, because of the fact that the 
white marble would show the dirt and 
the black glass would not. Therefore, 
the store is a study in black and white. 











The bases and valances, which have 
glass applied to them, are laid out to 
follow the contour of the windows. The 
primary factor in laying out these win- 
dows was to bring about a condition 
by which there would be no sharp or 
inaccessible corners in the display of 
merchandjse. Gentle curves and round 
windows create a feeling of ease and 
attractiveness and are situated so that 
a@ prospective buyer passes easily from 
the street, not absolutely conscious of 
the fact that he is being drawn in for 
a possible sale. 

The entrance of the store is placed 
well behind one of the projecting win- 
dows, so that the average frontage, 
which is rented on a running foot 
basis, was not sacrificed to the space 
for the door. 

The window backs are of smooth, 
walnut type flush panel, which were 
put in with the idea that they would 
form a beautiful background for any 
type of over-dressing that may be put 
on same. 

The interior of this shop is designed 
in the same spirit as the exterior, and 
the shoe shelving is carried up in single 
shelving to a height that enables the 
salesman to reach any box without 


In Sole- Action — and — Knee- Action 
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standing on a ladder or any other such 
device. At the same time it also en- 
ables the salesman to wait on the cus- 
tomer with more ease and accessibility 
to his stock. The space from the top 
of the shoe shelving to the ceiling is 
arranged in a curtain wall manner. By 
this is meant that the line of the wall 
continues up to the ceiling with the 
same line of the face of the shelving. 
This was painted a French gray. In 
the middle of the store there was placed 
a double-faced run of shelving at a 
waist-high height, so that it gives the 
merchant a chence to display articles 
on top and at the same time has a 
utilitarian purpose of handling extra 
stock. 

This also forms a dividing line for 
the men’s department and the women’s 
department. In the rear of this room 
there is a small office department illum- 
inated by flush lights which gives space 
for cash and wrapping and at the same 
time for the purpose of illuminating 
the display under the counter. 

The general color scheme is walnut 
and maple woodwork matching up with 
the walls painted or manufactured in 
French blue, 

The room is illuminated by employ- 
ing the use of a flush type ceiling unit 


| REA 





















































The one pertains to automobiles, the other to shoes—but—both serve a very definite 
purpose in bringing comfort to the owner or wearer. 
The sole, as a functioning part of a shoe, must adapt itself to the differences in 
“foot-action”. Soles of U. S. Leather possess the Qualities which make for comfort 
and perfect performance under varying conditions. 


The UNITED STATES LEATHER COMPANY 


27 Spruce Street, New York, N. Y. 
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When you equip with Howell's Modern 
Chromsteel shoe store furniture, you are 
permanently modernizing your store for 
increased business. Your customers will be 
pleased with Howell's clean and comfort- 
able equipment in your store. Write for 
free catalog showing shoe store equipment. 
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Write for 
Catalogue 








Mantfield 


THESE WORLD FAMOUS 


ENGLISH 
RIDING 
BOOTS 


ARE MADE IN ENGLAND 





BY MASTER CRAFTSMEN 


IN STOCK 


ALL WIDTHS 


ALSO FIELD, AVIATOR & 
JODHPUR BOOTS 


MANFIELD & SONS 


1636 RANSTEAD ST. 
PHILADELPHIA, PA. 













and using Holonphane lenses, by which 
the light is evenly. divided throughout 
the entire store. The entire store was 
carpeted in “Mustard” color with 
chromium type of chairs, with leather 
backs and seats, interspersed through- 
out the store in complementary colors 
to the carpet. The entire idea under- 
lying the design of this shop was to 
place the merchandise before the cus- 
tomer in such a way that courtesy, 
rapid service in a pleasant surrounding 
are achieved. 





Florida Merchants Go to 
Schoo! 


Florida merchants are so enthusiastic 
about going to school that they have 
asked the University of Florida to con- 
duct a series of four short courses dur- 
ing this Winter and Spring for mer- 
chandising personnel, following the first 
Retail Merchants’ Institute which was 
held in January at Camp Roosevelt. 

The Institute of Business Procedure 
they call their new school, and the 
four short courses deal with Mer- 
chandising, Publicity, Store Oneration 
and Records and Control. - The first 
two-day institute, for owners and man- 
egers of retail stores, which introduced 
the series, devoted half a day to each 
subject in a kind of bird’s-eye view of 
the entire field. 

Appearing on this program were ex- 
perts from the leading firms.in Florida, 


who delivered lectures and gave demon- 
strations in the fields which are their 
specialty, with spirited discussion from 
the audience marking a rising tide of 
interest. For the four short courses 
which follow, however, nationally 
known authorities on each of the special 
phases of merchandising will be 
brought to Florida by the university to 
conduct the work. 

Jerome A. Waterman, of Maas Broth- 
ers, Tampa, will continue to head the 
Advisory Committee which works with 
the university short-course staff to in- 
sure practicability of the programs. 
Serving with him on the committee are 
J. Edgar Blocker, Blocker’s Depart- 
ment Store, Ocala; W. C. Amick, Cohen 
Brothers, Jacksonville; Roy Mann, 
Burdine’s, Miami; and W. P. Yowell, 
Yowell-Drew, Orlando. 

Employing approximately 125,000 
workers, the retail business in Florida 
has had no training center where em- 
ployees could go for education in the 


principles of merchendising. Only the - 


larger firms could afford to organize 
courses and train their own employees. 
The percentage of failure in the busi- 
ness in Florida led a good many think- 
ing merchants to believe something 
should be done. 

The solution came unexpectedly, but 
opportunely. When operations on the 
Florida Cross-State Ship Cenal were 
abandoned, pending Congressional ac- 
tion, the University of Florida took 
over the canal construction headquar- 


ters at Camp Roosevelt, including about 
70 modern houses which could be used 
to accommodate students, three admin- 
istration buildings which could be 
utilized for class rooms, two dormitories 
and a cafeteria. An allocation of Fed- 
eral funds supplemented the univer- 
sity’s contribution to the project, and 
the School of Adult Education was 
opened on Oct. 1 under the direction 
of Major B. C. Riley, dean of the gen- 
eral extension division of the univer- 
sity. 

Dean Riley’s general extension divi- 
sion, long accustomed to conduct short 
courses for certain business and pro- 
fessional groups, was glad to cooperate 
with the merchants who felt the need 
for additional training. The first insti- 
tute was frankly experimental—but 150 
merchants came, found the program to 
their liking, and endorsed the proposal 
for a complete series. 


I. Miller Store Remodeled 


Los ANGELES, CALIF.—A new marble 
front and modern interior imvnrove- 
ments have been installed.in the Holly- 
wood store of I. Miller Shoe Company 
at’ 6818 Hollywood Boulevard, at an 
approximate cost of $2,000. The com- 
pany’s main store is at 525 West 
Seventh Street, Los Angeles, and a 
third store is operated at 652 South 
Grend Avenue, also in the downtown 
district. A wholesale division is main- 
tained at 525 West Seventh Street. 
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The Fitting Forum 
[CoNTINUED FROM PAGE 40] ee 
bankroll; and we want to teach him to UY 1Z, Hi E FE L 9 (os 


buy better and more shoes. 

Mr. Hess wants to interview the cus- 
tomer. 

MR. HESS: I would like to ask this [ 
young man just about what he expects 
to use these shoes for. In other words, 
when will you wear this pair of brogues 
that you talked about? 

CUSTOMER: Well, for campus 
wear and street wear. 

MR. HESS: How about this pair of 
white shoes with red rubber soles that 
we talked about? Where are you going 
to use those? 

CUSTOMER: They would be worn 
only on the campus. 

MR. HESS: The third pair was a 
pair of brown reverse calf shoes. Is 
that correct? Where are you going 
to wear those? 

CUSTOMER: For street wear, 
probably; perhaps late afternoon wear. 

MR. HESS: I'd like to know what 
he is going to wear to a semi-formal or 
informal dance in the Spring—a col- 
lege dance. 

CUSTOMER: Well, I could wear the 
smooth or the reverse calf in blacks. 

MR. HESS: What sort of suits do 
you expect to wear with these shoes 
that Mr. Adler has sold you? Will you 
wear them with odd trousers and 


jackets that don’t match? Or will you = 
wear them with straight suits primari- this smart model by CONRAD 
ly? What do your prefer? 


CUSTOMER: I would wear the 
brogues with odd trousers, slacks and is enhanced by trim Panco Sta-Tite heels 


the reverse calf probably with a suit. 
COMMENTATOR: Are there any 





—helping the customer to buy—and help- 


questions along this same line? ing to keep him sold, by delivering the 
QUESTION: He referred to lug- ‘ 
gage calf. What does he mean by a longest, most satisfactory rubber heel ser- 
luggage calf? Does he mean a texture 5 
or a color or weight of leather? Just vice he ever had, except from another set 
what does he mean? . ‘ ‘ 
CUSTOMER: By luggage I mean of Sta-Tite heels. Their exclusive, patented 
both texture and color. wire-mesh nail anchorage is the reason. 


QUESTION: It is a term that 
has been used so much in advertising, 
30 many different ways, I wondered 
just what interpretation he had put 
on it, 

CUSTOMER: If I saw it I’d know 
it. I’d be pretty sure when I saw it if 
it was what I wanted. ff BASE WIRE'SCREEN 

QUESTION: Is it an extremely ©. G. Pat. We, §.SOneeS 
dark or a light color. Is it a leather 
with a grain or is it a smooth leather? 


CUSTOMER: It is a medium, a sort 
of medium color, I might say. It is 


certainly not dark. It is on the light 
side. And it is a leather with a grain. 
MR. HESS: I think he knows what eae 
he wants and Mr. Adler can give it to 
him. 


In the next Fitting Forum—“High heels 
or low” or the battle of the century—“Fit- 
ting feet or heads first”—between a busi- 
ness woman and Clarence Faflik of Cleve- 


jPA NTHER PANCO CO. 


CHELSEA, MASS. 
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Pe te aE i Oe «SEE TS TD 


FOR SECURE ANCHORAG 


Strength and rigidity in shank construction and in wood heel 
attaching are as important fo good shoemaking as a proper 
foundation and secure anchorage are to the building of bridges. 


Based upon sound principles, Unishank and permanent (6/C 
Wood Heel Screw combine to promote security in the finished shoe 


These thoroughly tested methods add strength, durability, and 
comfort to the shoe throughout its life. 


G/T 
UNISHANK 
INSOLE 





UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS. 














— 
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Shoe Vets 


THIS WEEK IN THE SHOE TRADE 


SATURDAY, MARCH 13, 1937 
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NATIONAL NEWS 





NEW YORK SHOE PRODUCTION GAINS 





Increase in January and February Upwards of Ten Per Cent, 


President Morgan 
to Board 


New York.—Expanding demand for 
finer footwear for women is recorded 
by the increased activity in New York 
shoe manufacturing, according to Mor- 
gan Grossman, president of the Shoe 
Manufacturers Board of Trade, of New 
York, Ince. 

Mr. Grossman was recently reelected 
to the presidency of the Board of Trade 
for the fourth successive year. In his 
annual report to the members he re- 
viewed the achievements of the New 
York shoe industry for the past twelve 
months, and discussed future trends. 

“The faith to which the New York 
shoe manufacturer has held during the 
trying years which have just passed 
will surely prove to be justified if pres- 
ent trends continue,” said Mr. Gross- 
man. “I first reported this trend in my 
annual message of 1935 when it became 
evident that the New York-made shoe 
was again finding increased demand as 
enlarged buying power was reaching 
the consumer’s market. Again, a year 
ago, I was able to report that the first 
two months of the Spring season 
showed an increase of 8 per cent over 
the preceding Spring season. I am 
glad to be able to report a continuation 
of this upward trend in the current 
season. Comparing identical factories 
in the Shoe Manufacturers Board of 
Trade of New York for 1936 and 1937, 
we find an increase of 10 per cent in 
the production of shoes up to January 
31. Preliminary estimates for the 
month of February reflect an even 
larger advance over last year.” 


Rising Problem of Costs 


“Constant watchfulness over unit 
costs by our manufacturers has en- 
abled us to partly meet the steadily 
rising problem of costs of production 
without substantial increase in selling 
prices of our shoes. It is very clear 
that. we can go no further in our efforts 
to avoid increased prices of shoes, and 
that in the coming season, a decided 
advance in the prices of shoes must 
occur. We undertook a canvass of our 
members during the past week to as- 


Grossman Reports 


of Trade 





DATES TO REMEMBER 
Easter Sunday ............. March 28, 1937 


Official Leather Openings, Tanners’ 
Council of America, and N.S.R.A. 
Style Conference for Fall, Waldorf- 


Astoria Hotel, New York 
April 5, 6, 1937 


Fall Showing Shoe Fashion Guild of 
America, Inc., Hotel Biltmore, New 


York 
May 3, 4, 5, 1937 


Pacific Northwest Shoe Retailers, An- 
nual Convention, Hotel Davenport, 
Spokane, Wash. 

May 30, 31, June 1, 2, 1937 


Ohio Shoe Retailers’ Association An- 
nual Midwest Shoe Fair, Hotel 
Netherland Plaza, Cincinnati, Ohio 

June 6, 7, 8, 1937 


Illinois Shoe Retailers and Travelers 
Annual Convention, Pere Marquette 
Hotel, Peoria, Ill...June 20, 21, 22, 1937 


Pennsylvania Shoe Travelers Associa- 
tion Annual Tri-State Shoe Mart, 


William Penn Hotel, Pittsburgh, 
MP va ceetecasceseean July 18, 19, 20, 1937 





certain their experience with their 
customers after the latter had been 
notified of impending price advances. 
Almost uniformly, the attitude of the 
customer has been cooperative. There 
is a clear realization on the‘ part of 
the retailer that higher prices of shoes 
must, under existing circumstances, 
prevail.” 

“A careful analysis of piece-rates 
and job classifications is soon to be un- 
dertaken, in cooperation with the Boot 
& Shoe Workers’ Union, in accordance 
with our agreement of last November. 
As progress is made in this important 
study, reports will be presented to our 
members. I am confident that you will 
continue to support me and the other 
officers of the Board of Trade in our 
efforts to maintain standards of fair 
dealing with our workers and their or- 
ganization.” 


Tanners Amplify Invitation 


Show Announcement 


New YorK.—The Tanners’ Council 
has amplified the announcement made 
recently by James J. Lyons, chairman 
of the Exhibit Committee, as to the 
classes of trade which are eligible for 
admission during the Official Opening 
of American Leathers at the Waldorf- 
Astoria on April 5-6. Until noon of 
April 6, which constitutes the period of 
the “Invitation Show,” the following 
are invited to the Leather Show: Shoe 
manufacturers, retailers and wholesal- 
ers; chain store representatives; hand- 
bag and other leather goods manufac- 
turers; jobbers and retailers of leather 
goods; others, such as stripping manu- 
facturers, who are direct users of 
leather; stylists, fashion writers and 
reporters for trade and newspapers. 

At 1 P.M. on Tuesday, April 6, those 
who were not eligible for admission to 
the invitation show will be welcomed. 
In this class will fall: Hide and skin 
dealers and importers; supply trades 
(tanning materials, machinery manu- 
facturers, plate makers, etc.) ; pattern 
and pullover makers; last manufactur- 
ers and suppliers of shoe materials; 
non-exhibiting tanners, leather mer- 
chants and importers; advertising so- 
licitors of trade publications. 

A card of admission, which will be 
sent out in advance of the show, will 
also serve as a registration card when 
presented at the entrance to the ex- 
hibit. Those who have established their 
eligibility to attend during the first 
day and a half will be given a small 
celluloid button which will identify 
them and permit them to enter freely 
at later times. Any individual in the 
eligible classification who comes to the 
Waldorf-Astoria without a card of ad- 
mission will be admitted after he iden- 
tifies himself. 

“It is our earnest desire to facilitate 
the admission of those classes of the 
trade whose interests are directly con- 
nected with those of the exhibiting tan- 
ners,” said J. L. Nelson, secretary of 
the council. “The necessary formalities 
for future exhibits will be considerably 
lightened if other branches of the 
trade will cooperate with the manage- 
ment and not attempt to gain admit- 
tance until the afternoon of the second 
day. All restrictions will then be re- 
moved and the exhibit will be thrown 
open to the public.” 
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New CIO Shoe Union 

Boston, Mass.—A new shoe union, 
which plans to include in its member- 
ship all workers in the shoe industry 
in this country, has been projected as 
the result of a meeting held recently 
in Pittsburgh, Pa., attended by execu- 
tive heads of some of the shoe unions 
already in existence and leaders of the 
Committee for Industrial Organization, 
more familiarly known as the CIO. 

The new union, known as the United 
Shoe Workers of America, will have as 
its nucleus the two unions already af- 
filiated with the ClO—the United Shoe 
and Leather Workers’ Union and the 
Shoe Workers’ Protective Union. It 
already claims a membership of 17,000 
in New England and of 3,000 workers 
in the Middle West. 

Contrary to published reports, the 
Brotherhood of Shoe and Allied Crafts- 
men—the so-called Brockton union—is 
not affiliated at present with this move- 
ment. 

For the time being, these two unions 
will retain their individual identities, 
but organization work for both will be 
done by the new union. 





Retailers Invited to Style 


Conference 

New York.—“Every shoe retailer is 
cordially invited,” says the March 
News Survey of the National Shoe 
Retailers Association, announcing the 
N.S.R.A. Style Conference for Fall to 
be held April 5 and 6 at the Waldorf- 
Astoria Hotel, New York, in conjunc- 
tion with the showing of American 
Leathers for Fall and Winter, 1937-38, 
by the Tanners Council of America. 

Both of thesé events are open to shoe 
retailers, and the N.S.R.A. is urging 
its members to make their plans to be 
present on Monday, the opening day, 
and hear the addresses by nationally 
known style authorities, also to partici- 
pate in the Open Forum style com- 
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Designed for Comfort and Convenience 





Indianapolis, Ind—The H. P. Wasson Company recently opened this mod- 
ern shoe salon designed for the comfort and convenience of its patrons. The 
new department is finished in highly-polished natural. mahogany, accentuated 
by the white pillars and ceiling. Footwear displays are shown on ledges, built 
around the pillars, in niches in the walls and on display tables placed at ad- 
vantageous spots through the department. 

Fitting chairs and display tables are of the modern chrome-steel type with 
the chairs upholstered in light green and mulberry colored fabric. The floor 
covering is a deep-pile mahogany carpet with a dark brown border and covers 
the floor from wall-to-wall. A complete air-conditioning unit is an added fea- 
ture of this new department which strives for the comfort of its customers. 





mittee meetings to be held on Tuesday. 
Detailed plans are under discussion 
and the complete conference program 
will be announéed shortly. 





New Southern Store Opened 


Fr. Pierce, FtaA.—A complete fam- 
ily shoe store is being opened at 105 


N. Second Street, to be called the 
Fort Pierce Shoe Store. Bernard 
Singer and Leonard Fieldman, owners 
of Bernie’s Shoe Store at Fort Lauder- 
dale, ‘are the owners. Mr. Singer will 
be in charge and associated with him 
will be Joe Rosenywerg, a graduate 
of Dr. Locke’s corrective shoe fitting 
school. 
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Will Easy Payments Sell 
More Shoes? 


[CONTINUED FROM PAGE 43] 





have not yet resumed it. As a matter of fact, we have 
recently secured one particularly valuable list of 
people in the ‘investor’ class in the best of the towns 
in our immediate trade territory. We expect shortly 
to solicit charge accounts of those on this list who 
do not already have accounts with us. But as we have 
not actually done anything of the sort recently, I can- 
not give you our experience on it.” 

The above expressions were fairly typical of a 
number of others received from prominent shoe re- 
tailers who were questioned. 


Men Buying More Trimmed Shoes, 
Miami Merchant Reports 


MiaMI, FLa.—According to Sam Bailey, of the Sam 
Bailey Boot Shop, men have taken to a trimmed shoe 
this season, and although the resort season is at its 
height and not for years has there been such activity 
in the shoe business, the all white does not-lead in 
volume. This may be due, explains Mr. Bailey, to 
the steadily increasing use of smart sports attire for 
informal evening wear. This may also account for 
the greater percentage of white and black shoes that 
are being sold this year. Usually white and tan is in 
the lead, but not this season, according to the experi- 
ence of Mr. Bailey. 

Women are buying black patent pumps quite freely. 
This shoe is always a dressy number and appears to 
be coming back quite strongly in the resort picture. 
Beige in all types of shoes has been very strong and 
there is no slowing up in this color. Continental blue 
is also very good. 

For walking shoes the tie-type is being selected. 
Pumps or T-straps for dress and everything in the 
sandal family for sports wear. The trimmed shoe in 
white and brown is quite popular. 

Mr. Bailey has added a limited line of men’s socks 
this season in order to satisfy the demand. The line 
consists of the heavy ribbed cotton, 3-for-a-dollar, and 
in the gayest of stripes. 

Business continues to steadily improve, according 
to Mr. Bailey. There is less price resistance to be 
broken down and better merchandise is easier to sell. 


Appointed State Chairman 


MiaMI, FLa.—Sam Bailey, of the Sam Bailey Boot 
Shop, one of the oldest in Miami, has been named 
State Chairman of the National Shoe Retailers Asso- 
ciation. Florida has approximately 2,000 retail shoe 
shops in operation throughout the state. 








Here is a line that retails at the popular prices the 


mass of men like to for their shoes. Nu-Matic Shoes 
are flexible, 100% el less, correctly cushion the foot, 
and the Arch-Brace rR 

comforts the normal co repeat customers are a 
natural result. ~ of men's and women's scientific 
patented Nu-Matics on request. Beware of imitations. 


Nu-Matie Shoes are Union Made 
SALESMEN: CHOICE TERRITORIES OPEN 


Exelusively manufactured by Rohn Nu-Matic Shoe 
Mfg. Company, 512 W. Florida St., Milwaukee, Wis. 


7 ETO TET \ a 





Note the name on the areh- brace, 
visible to your eustomer’s eye; 
therefore, a helpful selling feature. 


Rain Hi Malic 
CUSHIONED SHOES 

















= = = = Convenient 


—to Shoe District — to Theatres 


— toTransit Facilities— to SmartShops 


———MODERNIZED ROOMS 
SINGLE ‘from, SQ OOUBLE from $ 50 


with Bath 


CHOICE SAMPLE ROOMS 
COULON-LA FRANCHE MANAGEMENT 
GEORGE A. TURAIN, General Manager 





















Chain Store Efficiency 


records are made available 
to independent retailers in the 


Recorder’s Stock Record System 
(either in cards or book form) 


Samples on Request 


MERCHANT’S SERVICE DEPT. 
209 So. State St., Chicago, Ill. 








Bowling Shoes 


PROFESSIONAL 
BOWLING SHOES 
Men's Women’s Oxfords 
$2.60 $2.50 5¢ less 

mation Sole 
Right Foot 
Rubber Sole 


Rubber Heel 
Left Feet 
Buekskin Sole 

Rubber 













Dancing and Bowling Shoes 








BUY A NATIONALLY KNOWN 
BRAND 


We carry everything in dancing shoes, 
also « complete line of bowling shoes. 
Write for price list 


ROVICK THEATRICAL SHOE Co. 
Chieago, tl. 











M 
825 W. Madison St. 











Fabrics Lead in 
Boston Selling 


Boston, Mass.—Two new stores, a 
number of new store fronts and half 
a dozen new window backgrounds are 
Boston’s contribution to the store mod- 
ernization program now being carried 
on throughout the country. 

The Spencer Shoe Co. has opened 
an ultra-modernistic store for men and 
women on Summer Street near Kings- 
ton, with entrance and exit doors op- 
erated by photo-electric cells. Alarm 
clocks were given to every purchaser of 
a pair of shoes during the first four 
days. Diagonally across the street, at 
the corner of Summer and Otis, the 
Regal store is having a new front in- 
stalled; so is the Walk-Over store at 
170 Tremont Street. In the near future, 
another new store, known as Sisters 
Shoes, will be opened at the corner of 
Tremont and Winter Streets. 

If any colors other than black and 
dark blue are to be worn by the women 
of Boston and vicinity this Spring, win- 
dow displays must be very misleading, 
as nine-tenths of the shoes on display 
in Spring openings are of black or blue 
smooth leathers or black and blue gab- 
ardines, many of the latter trimmed 
with kid or patent. 

The new shoes are being bought 
freely and merchants interviewed are 
confident that they will end the Easter 
rush with sales totals very substan- 
tially higher than those of last year, 
‘weather permitting. 
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Obituaries 


Frank A. Bauer 


BurraLo, N. Y.—Frank A. Bauer, 
70, one of the pioneers in the retail 
shoe business with stores in Lacka- 
wanna and Buffalo, died after an ill- 
ness of six months. He is survived 
by two sons, Frank A., Jr., and Erwin 
G. Bauer; two sisters and a brother. 
Funeral services were held in St. 
Matthews’ church of which he was 
a member, and burial was in the 
United German and French cemetery 
at Pine Hill. 

Born in Steinbach, Germany, in 
1867, Mr. Bauer came to the United 
States when he was 24 years old. He 
opened a shoe store in Lackawanna 
and six years later opened a second 
store at Broadway and Adams Streets. 
Two other stores on Box Avenue and 
at 1581 East Genesee Street later 
were established. Fourteen years ago 
Mr. Bauer retired from active busi- 
ness. He was a member of the Buffalo 
Orpheus, prominent German singing 
society. 





Louis G. Le Sage 


Los ANGELES, CALIF.—Louis Gideon 
Le Sage, formerly associated with his 
uncle, Joseph Mesmer, in the Qu en 
Shoe Store on Main Street opposite 
the City Hall here, died recently in 
St. Vincent’s Hospital. He was born 
in 1867 at St. Paul, Minn. The Le 
Sages have been known in the retail 
shoe business of Los Angeles since 
1887 when Louis first sold shoes in 
his uncle’s store.. Later, he and his 
brother, Henry J. Le Sage, operated 
the Le Sage Shoe Store on Broadway 
between Fourth and Fifth Streets in 
the heart of downtown Los Angeles. 

During the World War Louis oper- 
ated the kitchen car service for the 
Knights of Columbus, and upon his 
return from France became secretary 
of the St“ Vincent de Paul Society. 
Prominent ‘Knights of Columbus, re- 
ligious leaders, Los Angeles pioneers 
and business men attended requiem 
mass in St} Vincent’s Cathedral. 





Alfred. E. Demers 


MANCHESTER, N. H.—Alfred E. De- 
mers, 64, a shoe manufacturer in Hav- 
erhill, Mass., for 20 years, died at his 
home here, recently. Ill health forced 
his retirement about 10 years ago and 
he returned to Manchester, where he 
previously had been connected with the 
shoe industry for nearly 25 years. He 
was a native of Canada. 





I. N. Clausen 


New York—I. N. Clausen, for the 
past 25 years associated with Powell 
& Campbell, shoe wholesale house at 
122 Duane Street, died recently. He 
became associated with Powell & Camp- 
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STEPPING 








from SOFT SOLES 


right into your juvenile depart- 
ment for these scientifically de- 
signed and constructed Flexible 
Hard Soles. Made in sizes 2-8, 
they feature a perfectly hard 
tread-base, extreme lightness and 
flexibility. Thousands of mothers 
familiar with famous Mrs. Day's 
Ideal baby shoes, represent a 
ready-made market for these dis- 
tinctive shoes for growing young- 
sters. 


_ MRS. DAY'S 
IDEAL BABY SHOE 
COMPANY 


DANVERS, MASS. 
Manufacturers of Fabric—Cushion—Soft 
Sole—Intermediate and 


FLEXIBLE HARD SOLES 
a ERE 








bell 25 years ago in the position of 
stock clerk and by study and perse- 
verance he rose to the position of buyer. 

His pleasing mhanner made for him 
many friends in the shoe trade both in 
the city and throughout the country 
and his passing was deeply regretted 
by all. 





Robert Kenngott 
MILWAUKEE, W1s.—Robert Kenngott, 


Sr., 82, widely known in the tanning - 


and retail shoe business here for many 
years, died recently at his home here. 
Mr. Kenngott came to Milwaukee from 
Germany in 1879 and for many years 
was foreman of the leather sorting 
department of the American Hide & 
Leather Co. In 1907 he went into the 
retail shoe business, from which he re- 
tired in 1923. He is survived by two 
daughters and a son. 





Henry Harsh 


AkRON, IND.—Henry Harsh, age 
seventy-six, for many years engaged 
in the shoe and leather business here, 
died after a long illness. He was well 
known to all shoe men and shoe trav- 
elers and was one of the oldest shoe 
merchants in the state in active ser- 
vice. 

He is survived by the widow and 
two sons, Gale and Henry Harsh. 
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NEW YORK 
a Suggestion to 


BUSINESS MEN 


Arrer a busy day, many business men have 
reports to make—letters to write, etc. Those 
who live at Hotel McAlpin find ample writ- 
ing desks, pens that WRITE, plenty of sta- 
tionery... plus the comfort and quiet to 


concentrate. 


Add to this the luxury of the NEW rooms, 
beautifully decorated and furnished, and 
you will understand why the McAlpin is the 
pect erred New York Hotel of thousands of 


ay business men. JOHN J. WOELFLE, Manager 


Hotel M°Alpin 


The Centre of Convenience 
BROADWAY AT 34th STREET, NEW YORK 
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39 Chapters 
337 Pages 


$3: 


PAID 
Please re- 
mit with 
order 








QUICK HELP FOR 
SHOE RETAILERS 


This is the first and only book of its kind; an en- 
cyclopedia of practicable, workable ideas for the alert, 
experienced merchant. Not a theory in the book—all 
“rock bottom” facts. ... It is NOT just another shoe 
book, but offers the shoe merchant the best ideas from 
almost the entire retailing field for instant adaptation 
to his requirements... . 


“2222 RETAILING IDEAS” 


Enables you to put ideas into action from the hour it reaches 
your hands. Concise, all ‘‘meat,” it is ten 
books boiled down into one—a time-saver for 
the busy merchant, and a reminder of important 
details. Some of the 39 CHAPTERS— 


Ideas for Shoe Selling, Display, Stock-keepin 
Advertising Ideas . yes —— 


Unusual and Miscellaneous Ideas 
Management and Economy Ideas 
Merchandising Ideas 
Employer-Employee Ideas 

Ideas That 
Ideas That Attracted Christmas 
Ideas for Merchants Who Get Together 
Ideas to Attract Children 

Cash, Credit and Collection Ideas 
Anniversar 
Spring an 
Voting Contest Ideas 
Mailing List Ideas 
Dollar Da 
Mother’s 
Hosiery Ideas 


2222 ideas, seven for a cent; one used 
more than pays for the book 
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e, Discount and Gift Ideas 


ake Stores More Attractive 
Crowds 


Sale Ideas 
Summer Ideas 


Ideas 
ay Ideas 


New York, N. Y. 











Children’s Shoe 
Demonstration Successful 


St. Louis, Mo—Frank R. Morris, 
sales manager of O’Donnell Shoe Com- 
pany, Humboldt, Tenn., conducted a 
Propr-Bilt children’s shoe demonstra- 
tion at the Famous Barr Company, St. 
Louis, on Friday and Saturday, Feb. 
19 and 20. This demonstration was 
planned and supervised by Maurice 
J. Yoskin, shoe merchandise manager 
for the Famous Barr Company. 

In response to the Famous Barr Com- 
pany’s advertising, over 225 mothers 
brought their children into the shoe 
department to have their feet examined. 
Many customers traveled 200 miles 
or more to attend the demonstration. 
One hundred and forty-seven pairs of 
Propr-Bilt shoes were sold during the 
two days. Over 40 new customers were 
brought into the store by the demon- 
stration advertising. 

Special services rendered during the 
demonstration, such as examining the 
children’s feet and the importance of 
correct fitting of children’s shoes, built 
good will and materially added to the 
prestige of the department. 

Mr. Yoskin is keenly interested in 
children’s foot health and in a highly 
efficient fitting service in his children’s 
shoe department. He was exceedingly 
well pleased with the success of the 
Propr-Bilt demonstration and similar 
events are planned for the future. 


What’s New 


Shoe Shown as Wearer 
Sees Them 


A new type of military shoe holder 
has been placed on the market by M. D. 
Pollinger Co. of Stamford, Conn., who 














claim for it the advantage that it shows 
shoes in windows as the man would see 
them on his feet if he were looking 
down on them from a seated position in 
a comfortable armchair. These holders 
are recommended to brighten shoe dis- 
plays, attract attention and make win- 
dows more interesting. All of which, 
of course, should tend to stimulate sales. 


Bullock Features 


Colored Accessories 


Los ANGELES, CALIF.—In a half- 
page, three-color advertisement in The 
Times, the Bullock store stresses the 
importance of colored shoes and hand- 
bags, in saying, “The neutral costume 
becomes a stage for the play of Colored 
Accessories, Sombrero or Tumbleweed 
(the new beiges), Dull Grey or the un- 
expected neutrals, as Tokay and Blue 
Smoke. Spring’s fashion colors are 
planned to bea perfect background for 
color in accessories. Choose smooth, soft 
fabrics, cut along beautiful lines. De- 
signed with the minimum of trimming 
that accessories may be given full im- 
portance. Bullock’s features these new 
colors in accessories: Gipsy Red, Lupin, 
Tile, Cactus Green. Shoes, gloves, 
handbags and belts were separately 
sketched in color in twice the size as 
shown in the figure sketch. 


Freeman to Open New Plant 


BELoITr, Wis.— The Freeman Shoe 
Corp. has signed a six-year lease for 
a three-story brick building at Dixon, 
Ill., and will open a plant there within 
the next month, according to an an- 
nouncement by H. C. Freeman. Soles, 
heels and counters, formerly purchased 
from other manufacturers, will be man- 
ufactured at the Dixon plant, which 
will employ approximately 75 persons. 
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Novel Window Sells Shoes 
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Ballet Slippers 
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BALLET SLIPPERS—IN STOCK 
FINEST QUALITY, BENCH MADE 


Ne. 100, Bik. Kid, Soft Toe 
Turns, Rights & Lefts. 





6-11 11Y%e-2 2-8 
1” 18 1 
SCHWARTZ & HERDER, Inc., Mfrs. 


70-72 NO. 4TH ST. PHILA., PA. 





Riding Boots 






















LARGEST 


BOOT STOCK 


in America 
Domestic and Imported 
For Immediate Delivery 









Alse Jodhpurs & Jodgores 






COLT CROMWELL CO. 
Woe York Clty 
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Ad Features Shoes 
of Past Century 


LEXINGTON, Ky.—In a recent edition 
of the Lexington Herald, a section of 
the paper was devoted to the “Gay 
Nineties” and all the old firms of Lex- 
ington that are stili in business, were 
represented in this section. 

S. Bassett & Sons, family shoe store 
in this city, were accorded a nice write- 
mp in this section. This firm was organ- 
ized in 1856 and has been in business 
ever since, a record of 81 years of 
shoe service to the people of Lexington. 
The store first opened its doors at 20 
East Main Street, which now, because 
of a change in the system of numbers, 
is 238 West Main Street. The store 
remained at this location until 1929 
at which time it moved to 140 West 
Main Street, its present location. 

This store was first founded by 
Squire Bassett and his sons and con- 
tinued under its original ownership 
until 1915 when J. W. Lancaster, Jr., 
purchased a half interest in the com- 
pany. In 1932, he purchased the other 
half interest but continued the store 
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Denver, Colo—W. J. Hiles, buyer of the 
shoe department at Joslin’s, Sixteenth and 
Curtis Streets, is heaping up sales as a re- 
sult of dramatic effects in window displays. 
Melvin Howard, new window artist from 
Toledo, Ohio, effects a most attractive 
window with the simplest arrangement. 

In trying to introduce the all around ad- 
vantages of one of their shoes as a walking 
shoe, the Tramp, Tramp, Tramp wi 
idea was worked out and resulted in more 
good than was hardly dreamed of in inter- 
est and sales on this particular shoe. It was 
featured in green, gray, burgundy, black, 
cree. and brown at a uniform price of 





under its original name. When Mr. 
Lancaster joined S. Bassett & Sons, it 
merged two of the oldest shoe firms in 
Kentucky, both having engaged in the 
retail and wholesale shoe trade for 
many years. 

Coupled with their write-up, S. Bas- 
sett & Sons ran an ad in this section 
in which they featured three of the 
fashionable shoe styles which they sold 
in the early Sixties. The firm has made 
a collection of these old shoes that date 
back to Stribley & Co., of Cincinnati; 
Joyce & Co., of Lynn, Mass., and Han- 
son & Tingley, of Philadelphia, Pa. 





Open Shoes Feature 
Chicago Spring Sales 


Cuicaco, ILt.—Open toes and open 
heels will take Chicago by storm this 
season, as indicated by present buying 
trends, Harry Wolock, of Wolock & 
Bauer, reports. Present buying shows 
a definite trend away from the solid 
and conventional type of shoe to the 
more daring new creations, for both 
street and dress wear. Early Spring 
buying is heaviest at present in the 
black gabardine and leather combina- 
tions, with a 70 per cent increase in 
navy buying. Black patent leather is 
in for one of the best seasons in years, 
he predicts. The shop has already had 
wonderful response to a patent leather 
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Service Your White Sales 
with this Efficient Profitable 


BUCK-O 


WHITE CLEANER 
Two Sizes 


25¢ size contains in- 
dividual suede brush 
and cleaner bag. 

10¢ size, smaller bag 
in handy container. 











For Pabeles and Nap Tannages 
. A CLEANER, not a touch-up bag. 
2 Cope reams. . Quick, Easy, 
Convenient. 4. Non-injurious te 
buek gee Renews, estat ae 
Stimulates shoe sales when domon- 
strated and sold from fitting stool. 
25¢ size—Per doz. — Stasi entate { doz. each. 
10¢ size—Per doz. . Display cartons 2 doz. each. 
Terms: 5% 10 Pa net 30 day days. POST-PAID in 


Tried. casten: 60, cater UF eae waa. son, Pet-gald to new 
accounts. 


BUCK-O CLEANER CO. 
MARSHALLTOWN, IOWA 
TT 








oxford with open ‘toe and open heel. 
But for novelty and real style crea- 
tions the largest success this Spring 
lies with two colors and two models— 
red earth and carnelian are the colors. 
The shoes, introduced by Maurice Wo- 
lock, are first, an open-work sandal with 
patent leather trim and bracelet strap, 
and a built-up pump with pointed toe 
and Chinese last. The built-up wings 
of the latter are both in carnelian calf, 
but one is of fabric and the other of 
stitched leather. Both have 2% heels. 





Blue and Brown Sport 
Shoes Active 


Los ANGELES, CALIF.—White sport 
shoes are selling much later this year 
than usual, finds Reuben T. Houseman, 
of California Shoes. Sport shoes are 
selling in much larger volume than in 
any previous year, but the early sales 
are mostly the blues, with the rust 
shades coming in strong. Most buyers, 
he finds, either missed the call for the 
rust colors or bought entirely too light, 
so that there is a strong covering for 
these and the all-brown shades. Orders 
are coming in for a great number of 
the popular all-white shoes for after- 
Easter delivery, with all indications of 
this shoe outselling all previous records. 
Fully 80 per cent of the sport shoes 
made by this firm are of the sueded 
leathers. 
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The unwitting effect created by her shoes is the ever present back- 
ground of a woman’s costume. Well styled, smartly dressed, fashion- 
wise women use Kid shoes as the perfect setting for clothes. Its 
gracefulness, its beauty, and its femininity make a setting that 
enhances formal, informal, morning, afternoon or evening wear. 


Surpass Kid, Suede or Glazed, Black or colors, has a quality that is 
unsurpassed at every retail shoe price level. The firm, even texture of 
Surpass Kid, its tight grain, the correctness of its colors make shoes 
that help the retailer increase his sales. The economy of Surpass cut- 
ting, its uniformity, and its working qualities help the shoemaker to 
give the retailer the most leather for his money. Shoes of Surpass Kid 
give the retailer a background for sales that is a constant factor. 


Executive Offices in Philadelphia. Tanneries in Philadelphia and 
Gloversville. Branch Offices in New York, Boston, Cincinnati, St. Louis, 
and Milwaukee. Agencies in London, Paris, Basel, Milan and other 
Foreign Cities. 
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Men's Shoes 








“HIGHEST GRADE ONLY" 


EAST WEYMOUTH JASS., U.S.A. 








Vamp Pads 





EASE CALLOUSES 
WITH IDEAL 


{ FELT METATARSAL BUTTONS 





Security Shoe Findings Mfg. 
CHICAGO, ILLINOIS 








Tacoma Shoe Men Hold 
Old Timers’ Party 


TACOMA, WASH.—The Tacoma Shoe- 
men’s Association held their annual 
Old Timers’ Party in the Hotel Win- 
throp, this city, recently. At this meet- 
ing the retired and inactive shoemen 
of the city were the invited and honored 
guests. About fifty attended the party. 
Besides the Old Timers, there was a 
good representation from Seattle, as 
well as several traveling shoe men. 

The meeting was conducted by the 
president of the association, Tom Mc- 
Elwain. The honored guests of the 
evening were Bob Allen, Thad Long, 
Gilbert Smith, C. J. Pessimier, Sterling 
Cox, Garret Fisher and Lou Fisher. 
These gentlemen were presented to the 
assembled shoemen by the toastmaster 
of the evening, Donald McDonald. Wil- 
liam Stewart, of the Regal Shoe Co., 
who has been ill in a hospital for some 
time, was remembered on this occasion 
by flowers and a message of good cheer. 





Schaeffer Named 


Basement Buyer 


DayTON, OHI0 — Harwood Schaeffer 
has been named buyer of the basement 
shoe department of Elder & Johnston 
Company, replacing Harold Kronen- 
berg, who has been promoted to mer- 
chandise manager. Mr. Schaeffer is the 
son of Jack Schaeffer, of the Crawford 
Shoe Company, and vice-president of 
the Dayton Shoe Retailers’ Club. 
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Trade Literature 


Spring and Summer 


Hosiery Book 

Lone Istanp City, N. Y.—The I. 
Miller Shoe Company has launched its 
Spring and Summer hosiery season with 
a brochure of its leading hosiery colors 
and suggestions. 

The brochure is unusually complete 
from every angle. In a fashion sense, 
dozens of the newest color combinations 
and schemes are comprehensively por- 
trayed. And from the physical and 
mechanical makeup, the I. Miller hosiery 
brochure is an artistic triumph. Elab- 
orately and imaginatively designed, 
beautifully and skillfully executed, it 
is undoubtedly a step forward in the 
preparation of merchandising sugges- 
tions for retail shoe men. 

Shoe men will find this brochure 
valuable in-their daily shoe and hosiery 
selling. I. Miller can feel quite proud 
of this newest hosiery promotion piece. 





Men’s Shoes for Spring 


and Summer 

MILWAUKEE, Wis.—Nunn-Bush have 
just sent to their large list of customers 
their 1937 Spring and Summer catalog, 
and they feel that it is quite the best 
in a long series of fine picturizations 
of the line. A green cover, embossed 
to simulate leather, carries a four color 
picture of a beautiful home scene, while 
the inside shows fourteen full color 
illustrations of the modern business 
man in all of his activities of business, 
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ELAM'S 


PRE-WELTS 









UNLINED 


450—Patent Leather , 
452—White Elk 
SIZES 3-8 


Children’s shoes can be a constant 
source of shoe profits for retailers. 
Particularly if the line sold is Elam's. 
Why not follow the many shoe men 
that are selling Elam's? You, too, 
will find these popular children's 
shoes always dependable, always 


profitable. 


F.S. ELAM SHOE CO. 


176 No. WATER ST. ROCHESTER, N. Y. 








DISTRIBUTORS 


439 Marbridgee Bldg 
Bros 
B. Rosenberg & Sons 


Boston Shoe Co. 


NEW YORK: 

BOSTON: Lane 
NEW ORLEANS 
LOS ANGELES: 














sports and fireside. Perfect printing 
gives to the fine illustrations of shoes 
a natural look, all of them appearing 
in their natural colors. 





Display Boosts Featured Shoe Sales 





Philadelphia, Pa.—This attractive window on the Chestnut Street side of the 

Gimbel Brothers store, here, attracted considerable attention during the Middle 

Atlantic Shoe Retailers Association convention which was held across the 

street at the Benjamin Franklin Hotel, last month. According to Paul Selzer, 

shoe buyer, the window resulted in considerably increased sales in the fea- 

tured line of shoes. Thirty pairs of shoes were displayed in black, blue, 
brown and gray gabardine. 
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Foot Health Week POSTERS! 








APPLE GREEN AND BLACK 
17 x 22 INCHES 


5 for $2.00 20 for $4.50 


10 for $3.00 | 30 for $6.00 
100 for $18.00 
(WE PAY POSTAGE) 


These compelling, colorful posters are a neces- 
sary part of your Foot Health Week 
promotion program ! 


ORDER NOW! 





R, E. ANDRUSS—BOOT AND SHOE RECORDER F acacimmeleoamen 
239 W. 39th St., New York ILLUSTRATIONS 
Please send us.......... FOOT HEALTH WEEK POSTERS, 
MO sancheas SETS of matrices of FOOT HEALTH WEEK| Included are reproduction 
ILLUSTRATIONS. of Foot Health Week Pos- 
ee Check (or Money Order) enclosed, or ......Mail C.0.D. ter in two sizes, and four 
plus postage. other timely illustrations 
N for $1.50. 
seer r rere eee rere rere eee eee ee 
MERE EA SRR Nees FOOT HEALTH WEEK 
CD. sinned war niadbiekasis dewats SIR ovis iio cvs ADVERTISING 
PLEASE PRINT YOUR NAME PLEASE MAKE CHECKS PAYABLE 
AND ADDRESS CLEARLY TO BOOT AND SHOE RECORDER 
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American Tanners to View 
Foreign Developments 


New York—American industrialists 
will have an opportunity to observe de- 
velopments in European leather re- 
search this Summer during a unique 
tour of scientific laboratories being 
arranged by the National Research 
Council’s Division of Engineering and 
Industrial Research. About 100 promi- 
nent bankers and industrialists, includ- 
ing leaders in the leather field, are 
expected to participate in the tour, 
which will enable them to visit such 
world-famous scientific laboratories as 
the Leather Research Association in 
England, Boot and Shoe Research, 
l’Ecole Nationale des Arts et Metiers in 
France, and the Kaiser-Wilhelm Insti- 
tut fur Lederforschung (Leather Re- 
search) in Germany. 

Research laboratories of eighteen 
major fields of industry will be visited 
in England, France and Germany, be- 
sides those of trade associations, gov- 
ernments, and universities. In addition, 
accommodations will be made on the 
request of any member of the tour for 
special side trips to industrial labora- 
tories not included in the general plans. 
Foreign hosts will be such organiza- 
tions as the Department of Scientific 
and Industrial Research in England, 
the Verein Deutscher Ingenieure in 
Germany, the Sorbonne in France, and 
others. 

The group will sail May 14 from 
New York on the S. S. Champlain, ac- 
cording to present plans. Travel ar- 
rangements are being made by the 
American Express Company. 

This tour of foreign laboratories 
comes as the culmination of three 
highly successful educational tours 
made in this country in 1930, 1931 and 


~ 
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Remodeled Men’s Department Opened 





Columbus, Ohio—The recently remodeled men’s shoe department in Walker’s, 
here, operated by the A. E. Nettleton Company, presents a distinct masculine 
appearance with its new club room design. The finishings are of a dark-colored 


hardwood, accentuated by the light, rough-fini 


and ceiling. The 


walls are blocked into simulated stone blocks, the expanse of which is relieved 

by two stained glass windows set high in the walls, giving the effect desired of 

a high-ceilinged room. Lounge-type fitting chairs are of wood and are up- 

holstered in leather. Displays are centered in the large glass-enclosed display 
case and on a large display table. 





1935 under the auspices of the National 
Research Council. Maurice Holland, 
director of the Division of Engineering 
and Industrial Research of the National 
Research Council, will be “expedition 
leader” on the international tour, as he 
has been in the three previous ones. 
During the last fifteen years Mr. Hol- 
land has been visiting countries in all 
parts of the world, wherever an indus- 
try has made strides in technology, and 
from his recent findings he believes this 
tour, “Behind the scenes in industrial 
Europe,” will have particular signifi- 
cance for American industry and will 
prove to be a definite stimulus for 
greater industrial development in the 
United States. 


Old Shoe Firm Expands 


CINCINNATI, On1I0—Cincinnati’s old- 
est retail shoe company has announced 
an expansion program. The concern, 
Fanger & Rampe, Inc., has leased a 
store at 119 East Fifth Street, which 
will be remodeled and open for business 
March i5. This will be the second retail 
store of the shoe firm. It will main- 
tain its original store on Pearl Street, 
which was damaged by the flood, but 
which has been reopened for business. 
The company was established in Cin- 
cinnati in 1850, although the present 
name was not adopted until 1862. It 
has been a landmark of the Pearl Street 
market district since that time. 


Display School to Move 


New YorK—Mrs. Polly Pettit is mov- 
ing her New York School of Display 
into new and larger quarters in Rocke- 
feller Center next month. Several new 
courses have been added to the curricu- 
lum and an enrollment of more than 
100 students is noted. A number of 
graduates of the School of Display are 
making reputations in the shoe world. 

In response to several inquiries, Mrs. 
Pettit has announced that plans for 
a@ correspondence course .for out-of- 
town students are now under way. 
Fifty-three students will be graduated 
from the school early next month and 
Mrs. Pettit notes an increased enroll- 
ment as she prepares to move her school 
into the new quarters. 


Fire Destroys Shoe Stock 


CELINA, OHI0O—Fire, believed to have 
started from a defective flue, early on 
March 2, caused considerable damage to 
the Coombs Company shoe store, in 
South Main Street. The flames were 
not discovered until about 1 a.m., and 
by that time much stock had been con- 
sumed. 

Believing they had extinguished the 
fire, firemen left the scene, only to be 
recalled at 3 and 4.30 a.m., to put out 
recurring flames. All damage was fully 
covered by insurance. 
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. . « Whenever they stop to 
look at their shoes during wear 
— perhaps to tie a shoe lace 
— or when they are carefully 
inspecting a pair of new shoes 
before buying — that important 





first glance always falls on the toes. 





. . « That's why it pays to be- 
gin at the toes to build sales 
appeal into your shoes... And 
that’s why every day more and 
more of the shoes being sold 
carry Celastic. It’s the box toe 
that builds a permanent appeal 
of smoothness, neatness into the 
toes of your shoes that means 





more new sales — more repeat 








sales. 


THE QUALITY BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 

















BOOT AND SHOE RECORDER, March 13, 1937 


and Nard fel 





SALESMAN WANTED 


SALESMAN WANTED 


POSITION WANTED 

































































rn 























To Shoe Salesmen 


Who have continuous profitable sales 
records with department stores to sell 
phon line of women’s styled corrective 
shoes. 


If you can qualify, we have a very de- 
sirable proposition. 
Please give full details in first letter. 
Address F 270 care 
BOOT & SHOE RECORDER 
239 W. 39th Street, New York, N. Y. 











WANTED: :—Shoe Salesmen. Prominent east- 
ern slipper manufacturer seeks the services of 
several live wire men as representatives for 
northwestern and southwestern territories. Ex- 
perience and following necessary. P. O. Box M— 
South Norwalk, Conn. 





WE want two or three alert active salesmen to 
divide following territory, supplimenting our 
factory direct representative; Michigan, Illinois, 
Indiana, Wisconsin, Minnesota, Iowa, Nebraska, 
Kansas, Missouri, calling on semi volume trade: 
popular priced stitchdowns in several grades, 
also infants’ prewelts and children’s and misses 
semi welts. State experience as well as territory 
travelled and all references. Commission basis 
only. Address F-271, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 





REPRESENTATIVES WANTED — Estab- 
lished spat manufacturer has good territories 
open. Complete line, easily and quickly presented. 
Liberal commission—retail, department store and 
wholesale price range. ‘Refer ences. Address 
F-272, care Boot & Shoe < same 239 West 
39th Street, New York, N. 


WANTED salesmen, house slippers as side line, 

commission basis. State territory ae cover 
and give reference in first letter. ILWAU- 
KEE TANNING COMPANY, 2494 So. 5th 
Street, Milwaukee, Wisconsin. 


SALESMAN with following in Bronx and 
Westchester. Also man for Queens and Long 
Island to carry a a line of Children’ s and 
Growing Girls’ shoes. State full particulars in 
first letter. Address F-273, care Shoe 
oe 239 West 39th "Street, New York, 














pe age producers to sell fast 
line of McKay and American Welt Sport 
Oxfords, also fast line of Cement Sandals to re- 
tail at $2.00 to $2.45. All territory open except 
Southeast. Give qualifications, age, territory 
covered and present and previous connections. 
Hy-Quality Footwear Mfg. Co., Atlanta, Ga. 


SALESMEN with large following West and 
Middle — All territories open. Sell line 
of popular Fabric, Suede, Leather and Patent 
Leather Shoe . Also complete line of Shoe 
Dressings and Polishes, outstanding quality and 
exceptional prices. Write qualifications and ref- 
erences. Address F-280, care Boot & Shoe 
Eovester, 239 West 39th Street, New York, 











SALESMAN wanted to carry line of slippers, 
comfort ey and sandals. Marbach Shoe 
& Slipper Co., Cc. 





LINE WANTED 


JONG established in wholesale shoe market de- 
sires good line of children’s or women’s welts 
for Metropolitan area. Address F-267, care 

t & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 








CHEAP and Medium Priced Women’s Novelty 
™ Footwear to sell both quantity and retail trade 
in Minnesota, Wisconsin and Northwestern 
States. Address F-268, care Boot & Shoe Re- 
corder, 239 West 39th Street, New York, N. Y. 





FoR Virginia & West Virginia by our sales- 

man whom we cannot recommend too highly. 
Must be non-conflicting. Write us. The Geo. 
N. Cohen Co., Slippers & Sandals, 81 Reade 
St., New York City. 





BY. man covering Brooklyn and Long Island 

for past twenty-one years, factory line ladies’ 
dress and sport bongoros ewes and four dollar re- 
tailers, carried in, TF ‘eo 
127th Street, Rite Hil 1, 





CHILDREN’S PREWELTS for Metropolitan 
New York and Newark. Commission. Ad- 
dress F-279, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y 





SLIPPER Salesman and inside man. Fifteen 
years’ experience, thorough knowledge of 
business. Interested in selling line for 
volume trade. Address F-281, care Boot & Shoe 
a aa 239 West 39th Street, New York, 





AGENT WANTED 


ONE of the leading Czechoslovak Shoe fac- 
tories, P rcv om only better class 

looks for a ye gt for USA. Address F-269, 

care Boot Recorder, 239 West 39th 

Street, New yo oe N. Y. 








Have you an opening in your organization 
for a live wire shoe salesman who has sold 
the complete production of a children’s fac- 
tory, selling the large volume shoe trade for 
the past 15 years? This man is well known 
to jobbers, mail order houses, chains and 
large volume department store buyers. Ad- 
dress F278, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 














DEPT. WANTED 


HOSIERY Concession by specialty shop owner 
—very good financial iodine —diwcallont 
mill connections—First class references available. 
Only big lively stores considered. Address 
F-277, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 








SHOE DEPT. WANTED 


Y OUNG man with ten years successful chain 

store record wants to locate a department or 

store for himself. Still ——- ill purchase 

stock if reasonably priced. Address F-274, care 

= & Shoe Recorder, 209 S. State Street, 
icago. 








BUSINESS OPPORTUNITY 





—— 
— 


YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you ‘can attend to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Established 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 























FOR RENT 


WANTED TO PURCHASE 





ESTABLISHED family shoe store near Detroit, 
Michigan. Good location, reasonable rent. 
Business steadily increasing, good stock and fix- 
tures. $6,000 cash no balance. Address F-276, 
care Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 





Cea a Women’s and Misses’ Apparel 

space for fine shoe department. 
Pe cng F275, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 








89 Reade St., Cor. Church 
Phone Barclay 7-7887 New York City 














* address should be 





The rate for oon and Lines Wanted” 


CLASSIFIED ADVERTISING RATES 


advertisements is 4 cents per word for all enteiayed otve 
mum charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum 
When a box number is desired twelve words should be added for the address. Ps dle car ae word of the 
The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. 

Classified advertising is payable in advance. : 

& Advertisements for this page must be in our New York office on Friday of the week preceding publication. “@e§ 


charge, $1.25. 
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WANTED TO PURCHASE 


MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 








SHOE STOCKS BOUGHT 
Complete or Part 
Wholesale or Retail 


" BARIS SHOE COMPANY, Inc. 
79-81 READE STREET, NEW YORK, N. Y. 
Telephone WORTH 2-5180, 5181 








Buyers of Surplus Stocks 
fet? we in © eatin oe ot dae 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO.., Inc. 


106 Duane St. New York 
Phene WOrth 2-5377 and 5878 

















Philadelphia Shoe Merchants 
Guild Made Permanent 


PHILADELPHIA, Pa.—At a luncheon 
meeting held at the Hotel Adelphia on 
Tuesday last, a group of prominent 
shoe merchants who for the past year 
have been operating cooperatively in 
maintaining high standards of mer- 
chandising practices, took the prelimi- 
nary steps toward making the organi- 
zation permanent. 

As the Philadelphia Shoe Merchants 
Guild, the organization and its objec- 
tives toward the betterment of shoe 
merchandising service to the public will 
be presented to the people of Philadel- 
phia by suitable methods of publicity. 

T. B. Belfield, of Steigerwalts, pre- 
sided at the meeting. Reports made by 
a committee of which A. H. Bogutz 
of Bonwit Teller Co. was chairman, 
presented an outline of organization. 
This formed a basis of discussion. 

The meeting was unanimous as to 
the value of such an organization both 
to the industry and the shoe buying 
public. After voting to perpetuate the 
Guild and acknowledging themselves as 
charter members a committee composed 
of Messrs. Geuting, Harper and Claflin 
was appointed to make a report putting 
into concrete form the structure of the 
new body. The meeting adjourned to 
reconvene at the call of the chair for 
the purpose of considering the detailed 
report. 


Adds Theatrical 
Shoe Department 


Oak PaRkK, ILL.—A steady flow of 
requests for correct shoes for dancing 
classes and theatrical performances at 
Connies Shoe Store, 1118 Lake Street, 
was responsible for the recent addition 
of a theatrical shoe department, Frank 
J. Murray, manager, announces. The 
new department carries a complete line 
of tap shoes, ballet shoes, acrobatic san- 
dals, musical comedy shoes, fur pads, 
separate taps, and a line of boys’ tap 
oxfords. C. A. O’Day is in charge of 
this department. 


secret scr tight. aH Cea, M 
finds steel, iekel late plated. For sa x 
your order direct te us. 


$5.00 COMPLETE 


wits Pe slzes 


NU-WAY SHOE STRETCHER. co. 
4367 Duncan Ave. st. 


Louls 








FIT SHOES 
SCIENTIFICALLY 
YOU'LL 
INCREASE 
YOUR 
SALES 


THE BRANNOCK DEVICE 


Bullds Sales - Saves Time - Simple - Accurate 
An Length - Teo Length - Width - ALL at ences. 








THE BRANNOCK DEVIC er) 





Slipper Workers Get Increase 


New YorK—As a result of several 
conferences held between the National 
Slipper Association, Inc., and the Boot 
and Shoe Workers Union, 3000 workers 
employed in the slipper shops under the 
control of the association will receive 
an increase of 20 per cent effective 
March 8, 1937. 

An agreement with a strong arbitra- 
tion clause was also signed that will 
assure peace in the industry for another 
year. 

The association was represented by 
Hyman Wilhelm, acting president, Mr. 
Carlin and Mr. Pinkussohn, attorney, 
and the union was represented by its in- 
ternational president, John J. Mara, 
Ben Berk and Rocco Franceschini for 
the local office. 





Service Your Customers’ 
Fitting Needs 


DUNDE 
Shoe Re-Shaping Device 


Feet having individual 
requirements, some ad- 
justments are necessary 
to provide proper fitting. If You 
don’t make them the customer is dis- 
satisfied. Dunde Shoe Re-Shaping 
Devices help you to service your shoe 
sales. They are your easily operated, 
cooncmies merchandising instru- 
ments. With them you will create 
customer confidence in your stere. 
You can now buy the complete coubinesen, 
— = hand Iron, for $35.00 on these 
00 down and $5.00 a month 
for for six monthe. 


DUNDE 
SHOE RESHAPING DEVICES, 
Republic Bldg., 209 8. State St. 
ChMeago, Ik. 


INC, 








Benjamin T. Gorham 


YARMOUTHPORT, Mass. — Benjamin 
T. Gorham, 74, for 48 years proprietor 
of a retail shoe business here, died 
February 13 at his home here following 
a heart attack. He had been in fail- 
ing health for some time. 

He was a native of Yarmouth and 
had lived here all his life. At one time 
he served as town clerk. He was 
active in church and grange work. He 
is survived by his widow. 

His funeral was held February 16, 
from his home. 


Nissen Shoe Co. 
Doubles Space 


OKLAHOMA CiTy, OKLA.—Contracts 
have been let for the enlarging of the 
Nissen Shoe Co. When the job is 
finished, this fast-growing shoe store 
will enjoy twice the present space now 


occupied. Few family shoe stores have 


enjoyed the steady growth as experi- 
enced by this very progressive con- 
cern, where “proper fitting is given 
special attention.” 
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American Leather 
Chemists Meet 


Newark, N. J.—The council of the 
American Leather Chemists’ Associa- 
tion met at the Newark Athletic Club 
recently for the usual business meet- 
ing. Those present were: A. C. Orth- 
mann, president; C. A. Blair, secre- 
tary; R. E. Porter, Dr. Blackadder, and 
John Seltzer. B. A. Shiller, chairman 
of the Business Committee; Dean Wil- 
liams, Editor of the Journal; Dr. Fred 
O’Flaherty, chairman of the Program 
Committee; Dr. E. R. Thies and Dr. 
Niedercorn of the same committee were 
also present. 

The council set the time and place 
for the 19387 Annual Meeting for June 
8, 9, 10, and 11, 1937, at the Royal York 
Hotel, Toronto, Ontario, Canada. 

The Canadian Committee for handling 
local affairs are R. A. Stewart, Wickett 
& Craig Limited, Toronto, chairman; 
Aubrey Davis, Davis Leather Company, 
Toronto, and Jerome Lang, Lang 
Tanning Company, Kitchener, Ontario, 
Canada. L. Cuthbert of the Elk Tan- 
ning Company is chairman of the Golf 
Committee. 

Dr. Fred O’Flaherty, presented a re- 
port on the progress of his committee 
which has charge of the program for 
the Toronto meeting. Two days will be 
set aside for the purpose of discussing 
practical tannery problems in chrome 


and vegetable tanning. It was believed |. 


that this will be a most attractive pro- 
gram for practical men to whom a spe- 
cial invitation is extended. Every phase 
of tanning will be discussed. One day 
is set aside for committee reports of 
which there are fourteen, covering re- 
search for new and additional methods 
for testing and analyzing leather. One 
afternoon is set aside for golf, and the 
balance of the day for general papers. 

Two evenings are to be devoted to 
round table discussions for group meet- 
ings and entertainment for the ladies 
is also being arranged. 

Mr. Shiller of the Business Commit- 
tee reported on the progress made in 
the past six months, and the Associa- 
tion’s finances, under his able guidance, 
have taken an upward turn showing a 
very substantial surplus for the period. 


Co-operative Shoe 
Plant Opened 


MILWAUKEE, Wis.—The Union Co- 
operative Shoe Association observed the 
formal opening of its new plant here, 
recently. Indorsed by the Wisconsin 
State Federation of Labor, the project 
aims to give jobs to the many shoe 
workers who are out of work. 

The plant is now employing approxi- 
mately 60 people and is equipped with 
the new Lamson single-pair conveyor 
system. The company, headed by for- 
mer Gov. Francis E. McGovern, is 
manufacturing men’s high-grade welt 
shoes to retail at popular prices. Ernest 
L. Riebaud is general manager of the 
co-operative plant. 
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A Buying Guide 


BOOTS AND SHOES 


BROOKS SHOE MFG. CO., Philadelphia, Pa................. 02.000 cee eee cee 52 
BROWN SHOE COMPANY, St. Louis, Mo...........0..0.0 00. ccc cece cece ee eens 7 
CAMBRIDGE RUBBER CO., Cambridge, Mass.................0-0.00. 00000 Back Cover 
CLAPP, EDWIN, & SONS, INC:, E. Weymouth, Mass.........0.0.000.000 0 ccc cee aes 56 
COLT-CROMWELL CO., New York City............0..0 0c ccc cc cece ecevarsees. 54 
CONNELL, J. M., SHOE CO., S. Braintree, Mass..... 0.0.00... coc cece ce be eeee 58 
EAA, Pu Su, See eo Rochastek: NOYis ow 5s ccc cic bc nce cee csncedecs eee 
ENDICOTT-JOHNSON CORP., Endicott, N. Y.....00.0 000 ccc c ccc eee ee eeees 4,5 
FREEMAN SHOE CORPORATION, Beloit, Wis......................0............ 10 
GREEN; DANIEL, GOx ‘Dolgeville; N.Y .0 5. oi cic ccc cece ues 2nd Cover 
HOOD RUBBER COMPANY, INC., Watertown, Mass.................- ccc ec ueees 39 
JARMAN SHOE COMPANY, Nashville, Tenn.... 2.022000 0 ccc cee eee 33 
KEITH, GEORGE E., CO., Brockton, Mass............... 000. cc cece cece cucu 28, 29 
MANFIELD & SON, Philadelphia, Pa..........00. 00 cc cece eee eeees 46 
MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass.............. 00.0000 ceeeeeee 52 
ROHN SHOE MFG; CO., Milwaukee, Wis................... ccc eee eee ee eeeeee SE 
ROVICK THEATRICAL SHOE CO., Chicago, Ill.........00 0000 ee cee ee 52 
SCHWARTZ & HERDER, INC., Philadelphia, Pa......................0..4. 54 
WEYENBERG SHOE MFG. CO., Milwaukee, Wis.....................0..004. “3rd Cover 
LEATHER AND OTHER MATERIALS 
Paap woe CO New: Yor ahd Bestee.. nor A 43 
COLDRIIAL TARIMING CO... Boston, Mass... ccc cece ccc ces ccvctns 6 
ENGLAND WALTON CO., Boston, Mass............. 00. ccc cece ueeuceeceuvvneues 50 
Sivan, Gy me Cee Pre... Now. VOR Citys. ossicles. Gc chun tbh os eae eee 2, 3 
PANIIT Aree we. Ciielese,. Mats. := . ei i ine i tO ea 47 
SETGTU BATHE GO Mowat, Nidick nA i es 25 
SURPASS LEATHER CO., Philadelphia, Pa........ 0.0.0.0... 05. ccc cc cece cee cence 55 
UNITED STATES LEATHER COMPANY, New York City.......................... 45 
STORE EQUIPMENT AND ACCESSORIES 
BRANNOCK DEVICE CO., Syracuse, N. Y......... 2. ccc cece cece cece eee ecegeee Ob 
DUNDE SHOE RESHAPING DEVICES, INC., Chicago, Ill............0..00000000005. 6! 
GRAND RAPIDS STORE EQUIPMENT CO., Grand asain Mit c22ss) Ser t 4| 
ES SERRE Ro SER IES OP ERTIES acne 1 ai ieee ey Dy ate cana 46 
NU-WAY SHOE STRETCHER CO., St. Louis, Mo............0...0... 000. cece eee él 
PITTSBURGH PLATE GLASS CO., Pittsburgh, Pa.................. Dig waka eS ea de 8 
ks Ws Gs Fey CONCMR, TH 8 oo ng ab inhs os 8 as reed Kew sie voles Ul 23 
SECURITY SHOE FINDINGS MFG. CO., Chicago, Ill.................0.0..00.0.. 56 
ZOURI STORE FRONTS, Niles, Mich... .. 0.060.020 coo cei een cece ee 42 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 
BUCK-O CLEANER CO.; Marshalltown, lowa.........00 000 ccc cece eee c ce ceees 54 
COMPO SHOE MACHINERY CORP., Boston, Mass.. hes pees a 2 
DU PONT, E. I., DE NEMOURS & CO., INC., Adiagen; hd ORES ‘27 
EVERETT & BARRON COMPANY, Providence, R. |........ 00 0c cece cece cee ee eves 4 
SOPITEe Ge es OS I so i sc ca Oe asa binges heeas cea 30, 31 
UNITED SHOE MACHINERY CORP., Boston, Mass............00. ccc eceecceeeees 48, 59 
VULCAN CORPORATION, Portsmouth, Ohio.... 20.0... cc cece ee ccc eee eee Front Cover 
(SHU-MILK)—WALTER JANVIER, INC., New York City................ 0000. aee 34 

MISCELLANEOUS 
BARIS SHOE COMPANY, New York City............00 00.00.00 cc ce cece ee cee ees 61 
MOTEL MeALPIN, Naw York Gly... 56 i iene bcc ein tees anaes 53 
HOTEL TOURAINE, Boston, Mass.... 0.2.0.0... cece cece cate ecteeerecreedusens 51 
SIDA TRIE: Fee FO HI 6 ons sno son ys hie he dine ce hide ok hake eta ees 60 
KIRSCH-BLACHER CO., INC., New York City...........0.0 cece cece eee 61 
STEPHENSON LABORATORY, Boston, Mass................. 0 cc ccc ceeeeceeeeeeces 60 
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-... SIGN OF 
SUMMER PROFITS 


Again this year, White will be the sign | 
of the times...Summer Profits. And 
shoes, natural foundation of a seasonal 
wardrobe, will lead the parade. Dealers 
preparing to meet the demand for 
summer footwear will find in our stock 
department a convenient means to a 
complete representation of sizes during 
the season, with a minimum invest- 
ment. Styles in all-white, and white in 
combinations, are featured in a wide 
range of widths and sizes. Use our 
stock department. Make sure of a 


banner Summer Season with Vitality. 


VITALITY SHOE CO. + ST. LOUIS, MO. 


Branch of International Shoe Company 


Vi ITY 


WOMEN’S _ MEN'S BOYS’ . CHILDREN’S 
AAAAA to EEE #Sizes2t011 AAAtoG « Sizes4to14 AtoE « Sizes1to6 — Complete widths and sizes 
$6.75, afew styles $6.00 $5, $6, $6.75 $4 and $4.50 Priced according to size 


VITALITY GROWING GIRLS‘ AND THRIFT GRADE SHOES FOR WOMEN $5.00 
VITAPOISE FEATURE SHOES FOR CHILDREN $3.00 TO $5.50, PRICED ACCORDING TO SIZE 








COLONIAL 


SNO-WHITE 
101 RED 

301 PINK 
349 YELLOW 





COLONIAL TANNING COMPANY 
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— are made to “go places.” Be it the 


smartest of watering places or a lodge in 


the Poconos, shoes need the extra strength of 
Spaulding Counters. They’re made of fine long- 
fibre hemp and flax. They resist every tendency 
of a quarter to bulge or wrinkle through hard 
use. And Spaulding Counters make shoes hug the 
heel comfortably because they are made on 


the same lasts on which the shoes are made. 


No matter where a shoe is worn, no matter 
what sort of unexpected strains are demanded 
from it— Spaulding Counters will help it take 
the strain and come up smiling with proud, 
upstanding quarters and 


arrow- straight backseams. 


Ch 
FAULDING' 


Counters 


“Made in North Rochester, N. H. 


NO OTHER PART OF THE SHOE MEANS SO MUCH... AND COSTS SO LITTLE 

























7772—Gun Metal Kip Side Bal, Oak Sole, 
Grain Inner, 9/8 Leather Heel, Goodyear 
Welt. Sizes 6/11, Widths C, D.. $2.25 


7775—Same in Tan. 


7701—Gun Metal Kip Side Blucher, Oak 
Sole, Grain Inner, Rubber Heel, Goodyear 
Welt. Sizes 5/12, Widths B, C, D. 
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MEN’S SPRING 


7709—Gun Metal Kip Side Bal, Oak 
Sole, Grain Inner, 9/8 Leather Heel, 
Goodyear Welt. Sizes 5/12, Widths 
ol,» IR A Rae rine ty Ti. $2.25 


7708—Same in Tan. 


7752—Gun Metal Kip Side Bal, Oak 
Sole, Leather Heel, Grain Inner, 
Goodyear Welt. Sizes 5/11, Widths 
TE ae Tisai 2 aa oat $2.25 


7751—Same in Tan. 
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AND SUMMER DRESS SHOES 
















by Endicott Johnson 


Dressing up for Spring isn't restricted to the ladies. Most 7719—Gun Metal Kip Side Bal, 
Oak Sole, Grain Inner, Rubber 


, : d Heel, Goodyear Welt. Sizes 
mer clothes. Endicott Johnson dress shoes will go big afit Wines 0 pan 


men are just as selective with their Spring and early Sum- 


wherever they are displayed. Men will easily see the su- 
7741—Gun Metal Kip Side Bal, 


d h Oak Sole, Leather Heel, Grain 
a Inner, Goodyear Welt. Sizes 
6/I1, Widths C, D ..... .$2.25 


perior manufacture, the better leathers used in these 


Sponsor this line for Spring and Summer. They'll be 
popular with the new clothes men are thinking about this 


time of year. You'll find them the sales leaders,and cham- 





pion profit bringers you've always wanted in a dress shoe 


line. In Stock, ready for immediate delivery. 


IN STOCK 














ST. LOUIS, MO. 
NEW YORK CITY 


BOOT AND SHOE RECORDER, March 20, 1937 








BOOT AND SHOE RECORDER, March 20, 1937 








BOOT AND SHOE RECORDER, March 20, 1937 


a 
' ‘ 


THE SAXON: S-707, genuine white buckskin with black calf; S-708, with brown calf 


YOU CAN’T CARRY WATER ON BOTH SHOULDERS 


Neither a man nor a business institution can be both “fish and fowl” 
..-.and get away with it. Florsheim has never tried... and is justly 
proud of that fact. The day our doors were opened we dedicated 
ourselves to quality, and never once in our nearly fifty years of 
existence have we been swerved from the path we chose to follow. 
Today, Florsheim dealers are reaping the reward of that unfalter- 
ing allegiance to a policy .. . for, through the years, the men of 
America have learned to know where Florsheim stands . . . with the 


result that the majority buy Florsheims when they want fine shoes. 


RETAILING AT 8975 AND *10 


THE FLORSHEIM SHOE 


THE FLORSHEIM SHOE COMPANY @ Manufacturers @ CHICAGO 





